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5 Cents a Copy, $1 a Year 


ouch Proofs 


Will Rogers says that beer adver- 
ising is so good there must be a 
ot of new copy-writers on the job. 
Or else the old copy-writers have 
een sampling the new beer. 


. a A 


Huey (“Kingfish”) Long has re- 
sed to let Louisiana have an ex- 
ibit at the Century of Progress Ex- 
osition because Chicago Democrats 
ave been antagonistic to him. This 
the nicest thing that has been 
aid about Chicago Democrats for 
some time. 

~ ww 


The unanswerable argument 
Against advertising is spoken by the 
Deetle-browed treasurer who looks 
bver a proposed appropriation and 
emarks darkly, “This will play hell 
ith our cash position!” 


vv¥y 


The Greyhound Company reported 
loss of about $11,000 for 1932. 
ell, you’d expect it to be a lean 
ear for greyhounds. 


7 + F 


“The agency which handled the 
erican Business Men’s Prohibi- 
on Foundation account,” remarks 
. F., “now handles the Atlas beer 
dvertising. The same Berwyn 
hurch elder who wrote ‘The Truth 
bout Prohibition’ is now picturing 
ncle Sam hoisting a stein. Tsk, 
k!” 


7, 


“The company,” said President 
ewcomb Carlton of Western Union, 
learned to get along with less 
h than was thought possible.” 
Even as you and I. 
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Although dollar sales of General 
‘oods products declined in the first 
uarter of 1933, the tonnage in- 
eased. And just wait until the 
arpened appetites of President 
= new foresters swing into 
ction! 
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vy 
Men’s suits this spring, the ads in- 
form us, are “cut with slightly tap- 
@éring waist, draping from broad 
Shoulders.” And where is the 
Slightly corpulent middle-aged man 
Who doesn’t think he’d look boyish 
fee 2nd dashing in that garb? 
i. : ¥ 
: | 
; The usual eight to five that 
George Washington Hill wrote the 
Current Lucky Strike jingle. No- 
Body else could have got it into the 
Py and kept it there. 
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| | A publisher confides that he could 

Use a salesman “who sends in or- 

ders instead of weather reports.” 
oO couldn’t? 
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Grunow is asking the public to 
ok inside their electric refrigera- 
rs. And the public will probably 
Fespond by looking inside in search 
that midnight cold bottle. 
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And now it has been discovered 

at women don’t like containers 

Which they can’t open without cut- 

ng their fingers. But the experts 

Will go right on designing packages 

ith sole reference to “shelf appeal.” 
Copy Cus. 


REVIEW GROUP 
ANNOUNCES ITS 
PLAN OF ACTION 


Procedure to Be Followed 
Is Outlined 


New York, April 13.—A plan of 
operation has been adopted by the 
Advertising Review Committee which 
was formed by the Association of 
National Advertisers, Inc., and the 
American Association of Advertising 
Agencies, at the beginning of this 
year. Previous to the formation of 
the committee, a code of practices 
considered to be unfair to the public, 
or to competition, or that tend to 
discredit advertising, was drawn up 
and approved by the executive board 
of both associations. The coopera- 
tion of publishers and representatives 
of other media was invited and ac- 
cepted by them. 

The purpose of the Advertising 
Review Committee is to aid in mak- 
ing effective the code and to interpret 
the code, thereby aiding in the elim- 
ination of practices that tend to 
bring advertising and advertising 
claims into disrepute. 

As a guide to procedure, the com- 
mittee has adopted the following 
plan of operation: 


I. General Operating Procedure of 
the National Better Business 
Bureau in Relation to the Re- 
view Committee. 


If a complaint to the National Bet- 
ter Business Bureau involves alleged 
violation of the advertising code 
adopted by the Joint Committee, the 
following operating procedure is ap- 
plicable. 

If, in the opinion of the Bureau, 
the complainant does not submit in- 
formation to support his allegations, 
he is so informed and is invited to 
present information to show that his 
complaint has some basis in fact. 

In those instances where a com- 
plaint is accompanied by sufficient in- 
formation to show that an investiga- 
tion is warranted, the Bureau in- 
forms the advertiser and/or the ad- 
vertising agency handling the ac- 
count, of the allegations made, and, 
without expressing any comment on 
the allegations, invites the advertiser 
complained against to present facts 
to support his statements or prac- 
tices. 

Up to Advertiser 


If this advertiser replies to the al- 
legations made, he may or may not 
defend the statements or practices 
complained against. 

If he acknowledges a violation of 
the code and gives assurance that the 
violation will not be repeated, the 
investigation is closed and the com- 
plainant is notified of the conclusion. 

If the advertiser complained 
against declines to submit any infor- 
mation or to recognize and cooperate 
in the investigation, the Bureau will 
proceed to develop the facts inde- 
pendently. 

If he defends the statements or 
practices complained against and sub- 
mits information and facts to support 
their use, this data is examined. The 
Bureau obtains relevant material or 
opinion from authoritative sources |. 
to guide it in reaching a decision as 
to whether the advertiser is correct 
in his facts and/or conclusions. 

If, after obtaining the facts neces- 
sary to form a competent opinion, 
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(Continued on Page 15) 


Brewers Plans Take 
Form Gradually; See 
Many Campaigns Soon 


Chicago, April 13.—With brew- 
eries still striving in vain to catch up 
with the almost unquenchable thirst 
of inhabitants of the score of states 


with copy heralding the actual re- 
turn of beer, while a number of 
famous old brands blossomed again 
on the posters. Since that time 


Gunther Brewing Company, Baltimore, Md., used this full-page copy 


in all Baltimore newspapers last week to spread the glad news. The 
dominating figure was modeled from clay. Copy was prepared and 
placed by |. A. Goldman & Co., Gunther agency. 


which have pronounced 3.2 per cent 
beer legal, the volume of such ad- 
vertising has reached a low ebb after 
introductory announcements. 
Newspapers of April 7 were filled 


there has been comparatively little 
beer copy. Little is expected until 
the brewers are able to bring pro- 
duction more into line with demand 
(Continued on Page 6) 


Last Minute News Flashes 


Young & Rubicam Named by Colgate 

Chicago, April 14.—Colgate-Palmolive-Peet Company has announced 
the appointment of Young & Rubicam, New York, to handle advertising 
of Colgate Ribbon Dental Cream and Colgate Rapid Shave Cream. No 
other changes are contemplated at the present time, the company said. 

Lord & Thomas, Chicago, will continue to handle all of the com- 
pany’s advertising except on the two items mentioned. 

Taylor Adams, formerly manager of the contact and copy department 
in the New York office of Lord & Thomas, has joined the New York office 
of Young & Rubicam, Inc. 


Laurence Joins Smith-Corona’s New Agency 
New York, April 14.—Gordon Laurence, formerly advertising manager 
of L. C. Smith & Corona Typewriters, Inc., has joined the company’s newly 
appointed agency, Nascon Service, Inc., New York, as vice-president. 
The typewriter company will move executive offices to Syracuse May 1. 


Broadcasters, Ascap in Definite Break 

Washington, D. C., April 14—Oswald F. Schuette, copyright director, 
National Association of Broadcasters, has advised members of the group 
that negotiations between the Association and American Society of Com- 
posers, Authors and Publishers in an effort to settle the controversy over 
fees for copyrighted music have definitely fallen through. 

As a result, the Association will vigorously push organization and 
operation of the recently established Radio Program Foundation. 


CENSORSHIP OF 
FOOD AND DRUG 
COPY PROPOSED 


Advertisers and Agencies 
Worried by Action 


New York, April 13.—The wave of 
alarm which swept over advertising 
circles ebbed when leading advertis- 
ers and representatives of their as- 
sociations were assured at the ex- 
ecutive offices of the untruth of re- 
ports published last week-end that 
federal legislation would be intro- 
duced requiring food and drug adver- 
tisers to submit their copy for ap- 
proval in advance of publication to a 
bureau of the Department of Agri- 
culture. 

Cause for uneasiness remains in 
the equally positive statements from 
official Washington sources that the 
government will adopt some means 
to eliminate advertising evils. Mean- 
while, advertisers have been calmed 
by promises that they will be heard 
before and after legislation is drafted. 
The President stated he did not con- 
sider the legislation an emergency 
matter and that it would not be given 
attention for three or four weeks. 

The week-end dispatches, while 
proved to be rumors, are accepted 
as indicative in some respects. The 
reports stated that the bill to be in- 
troduced would require the submis- 
sion to a government bureau for 
approval before publication of all 
food and drug advertisements to be 
placed in newspapers, magazines and 
radio programs, and that agencies, 
publishers and stations would be held 
equally responsible with advertisers 
for the appearance of unauthorized 
advertisements. 


Some See Benefits 


Advertisers who were at first dis- 
mayed over this prospect, have since 
begun to wonder if governmental 
sanction of copy plans, if not of 
finished copy, might not be a good 
thing should the new legislation fol- 
low former trends. 

It is thought likely that the present 
Pure Food and Drugs Act will be 
amended to amplify and extend regu- 
lations governing the manufacture 
and labelling of food and drug prod- 
ucts, and to embrace cosmetics, ag 
well as the advertising of these three 
classes of products. 

Heretofore, the Act has burdened 
manufacturers with the responsibility 
of interpreting the law, and the task 
has proved troublesome where labels 
are concerned for more than one. 
The Department’s practice where 
doubtful labels are concerned has 
been to defer judgment until the 
goods were distributed, then to con- 
fiscate the improperly labelled goods 
in the hands of carriers and dis- 
tributors and file suit against the 
manufacturer. 

If this procedure is followed in the 
ease of illegal advertising and if the 
law makes the publisher equally re- 
sponsible with the advertiser, it 
would result in the seizure of the 
entire issue of a magazine or news- 
paper carrying one illegal advertise- 
ment. This would place the pub- 
lisher in a hazardous position, as it 
is clearly impossible for him to in- 
sure himself and his other adver- 
tisers against loss in such an 
eventuality. 

The impracticability and injustice 
of such enforcement methods as this 
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will be stressed by advertisers and 
their representatives at the forth- 
coming Washington conferences, and 
at the same time they will advance 
suggestions covering desirable regu- 
lations and methods of enforcement. 

According to discussion here, the 
advertisers may propose a licensing 
system to enforce the advertising 
regulations, as well as those govern- 
ing manufacturing and labelling. If 
this plan is adopted, it will be un- 
necessary to submit copy for ap- 
proval in advance, yet the advertiser 
will be under the strictest compul- 
sion to observe the regulations. 

Publication of an illegal advertise- 
ment would result in suspension of 
the offending advertiser’s license 
until amends were made, and re- 
peated offenses would result in can- 
cellation. As in certain European 
countries, the penalty for first of- 
fenses could consist of the publica- 
tion of a retraction dictated by the 
supervisory governmental agency in 
the same space and media in which 
the illegal advertisement appeared. 

Advertisers in all fields have been 
disturbed over the fact that the ad- 
ministration recently showed that it 
considered self-regulation a failure 
in so far as financial advertising is 
concerned. The stock exchanges have 
imposed restrictions on the advertis- 
ing of listed securities for years, but 
the results have not beén satisfac- 
tory, according to the import of 
financial legislation now pending at 
Washington. 


Review Committee Overlooked 


If this opinion persists, the Adver- 
tising Review Committee sponsored 
by the Association of National Ad- 
vertisers and the American Associa- 
tion of Advertising Agencies will re- 
ceive little consideration during 
Washington deliberations. Self-regu- 
lation for advertising has been ad- 
vocated by leaders for years and the 
formation of the committee for the 
purpose was authorized at the May, 
1932, convention of the Association 
of National Advertisers, but the com- 
mittee did not announce until this 
week that it was ready to function. 

As advertisers do not wish to ap- 
pear too much concerned about sug- 
gested laws which will appear wholly 


WINS MEDAL 


WEST INDIES 
neil 


Poster for North German Lloyd 

by Howard Trafton, which won a 

medal at the exhibit of New York 
Art Directors Club. 


tye od 


constructive to others, they will not 
organize an advertising lobby. 

At the invitation of the Depart- 
ment of Agriculture, Charles Wesley 
Dunn, of New York, legal counsel for 
the Associated Grocery Manufac- 
turers of America and the American 
Pharmaceutical Manufacturers Asso- 
ciation, is at work on suggestions for 
amending the Food and Drugs Act 
which have the approval of the in- 
| dustries he represents. 


Sullivan Represents 
Cannon in A. N. A. 


Cannon Mills, Inc., New York, has 
been elected to membership in the 
Association of National Advertisers, 
New York. 

Daniel F. Sullivan, advertising 
manager, will be the company’s rep- 
resentative. 


Oscar Bryn Joins Frey 


Oscar M. Bryn, formerly vice- 
president and art director in the 
Los Angeles office of Erwin, Wasey 
& Co., has joined Charles Daniel 
Frey Company, Chicago, as art direc- 
tor. 
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FOOD MERCHANTS 


use this medium 


These dealers use The Chris- 
tian Science Monitor for its 
value locally. Last year 113 
food manufacturers used it to 
cover the nation. It serves both 
by reaching 400,000 readers who 
because of their confidence in 
Monitor standards prefer to buy 
Monitor advertised goods, — a 
fact which deserves the atten- 
tion of all worthy advertisers. 


THE 


CHRISTIAN SCIENCE 


MONITOR 


Published by The Christian Science 
Publishing Society, Boston, Massachusetts 


Branch Offices: New York, Detroit, 


Francisco, Los Angeles, Seattle, Miami . 


Chicago, St. Louis, Kansas City, San 
. . London, Paris, Berlin, Florence 


Buchen Assails 
Timid Attitude 
Of Advertisers 


Chicago, April 13.— Advertising 
today is being blamed for failures 
due to the inadequate programs of 
the advertisers, Walther Buchen, 
president of Buchen & Co., Chicago 
advertising agency, told the Engi- 
neering Advertisers’ Association 
April 10. And he blamed advertising 
men for permitting this to happen. 

“Who of us,” he demanded, “has 
not seen a promising broadside 
shrink into a badly mimeographed 
letter? Who has not seen a well- 
planned business paper campaign 
wither into a few buried quarter- 
pages, some rate-holders, and a can- 
cellation before the second quarter- 
page appeared? 

“Who hasn’t seen the desirable 
monthly house organ dry up into a 
four-page leaflet issued three times a 
year? Who hasn’t seen lists and 
circulations necessary for competent 
coverage of still functioning markets 
flattened out repeatedly and finally 
put between gold beaters’ skin and 
hammered until a film of gold leaf 
looked thick compared with the so- 
called coverage that was left? 


Blames Advertising Men 


“Is this the fault of the advertiser? 
In so far as it was against his own 
interest, it certainly is. It was still 
more the fault of the advertising 
men who permitted it. They said, 
‘Anything is better than nothing,’ 
when they should have said, ‘Keep 
your pennies in your pocket; you 
can’t shoot wild geese on the wing 
with a pop-gun.” 

Mr. Buchen took occasion to warn 
advertisers against thinking of mar- 
kets in terms of obsolete statistical 
data. 

“There are few things less convinc- 
ing in these skeptical times than 
market data based on the census of 
1930,” he remarked. 

“It is a collection of last year’s 
bird’s nests—unusable and generally 
not worth reconstructing. Advertis- 
ing must deal always with the pres- 
ent and the future.” 

In analyzing the selling job and 
allocating definite sales functions to 
advertising, Mr. Buchen listed the 
following six major factors: 


Gives Six Factors 


Location of markets, location of in- 
dividual companies, locating the pros- 
pect who is in the market, getting 
him to prefer the product to be sold, 
winning this preference at a satis- 
factory price, and getting the signed 
order. All of these functions except 
the last, he insisted, can be per- 
formed today more effectively and 
less expensively by advertising than 
by salesmen’s shoe-leather. 

Ezra W. Clark, vice-president of 
the Clark Tructractor Company, 
Battle Creek, Mich., told the story 
of the new auto tram designed by 
his company for use by railroads in 
handling their passenger traffic. The 
market analysis on which the de- 
velopment of the product was based 
was outlined in detail, starting from 
a study of passenger traffic declines 
and losses during the past few years. 


Gamble in Des Moines 


Frederic R. Gamble, executive sec- 
retary, American Association of Ad- 
vertising Agencies, was guest speaker 
before the Advertising Club of Des 
Moines, Ia., this week. Returning 
confidence and the need for honest 
and tactful advertising were stressed 
by Mr. Gamble. 


Advertises Plant 


Dairy Delivery Company, San 
Francisco affiliate of the Borden 
Company, which recently placed its 
account with McCann-Erickson, Inc., 
used full-page newspaper space to 
announce completion of its new 
plant, and to invite the public to 
inspect it. 


Club Sponsors Course 


A course in advertising fundamen- 
tals, sponsored by Bergen County, 
N. J., Advertising Club, has been 
launched. Douglas Allen, director of 
the School of Applied Advertising, 
Newark, is in charge. 


UPHOLD MINNIE 
HANFF AS SUNNY 
JIM'S CREATOR 


To the Editor: I note in your issue 
of April 1st the comment of Mr. 
Blankenbaker of Evanston, IIL, re- 
garding the creator of Sunny Jim. 

If Mr. Blankenbaker is familiar 
with the production of national ad- 
vertising campaigns, he will know 
that campaigns of major consequence 
have rarely, if ever, been a one-man 
copy job. The myriad of detail in- 
volved necessitates cooperation from 
others, including, in most instances, 
many of the personnel of the adver- 
tising agency. 

In the case of the original Force 
campaign which used Sunny Jim as 
the outstanding character, Minny 
Hanff (now Mrs. Minny Hanff 
Ayers) first created the character of 
Sunny Jim and wrote the first jin- 
gles. Soon after the adoption of the 
Sunny Jim character by the Force 
Food Company, the task of writing 
hundreds of jingles became so bur- 
densome and involved that it was 
necessary for the advertising agency, 
under the direction of Earnest Elmo 
Calkins, to assist in the editing and 
adding of jingles to those originally 
and continually prepared by Minny 
Hanff?. 

Mr. Calkins was not, however, the 
only writer to add his contributions 
to those of the creator, but at least 
three other jingle writers assisted in 
the preparation of the myriad of 
rhymes used in the advertising copy, 
in addition to many jingles which 
were the work of non-professional 
people who sent in their jingles as 
a result of their interest in this first 
great national advertising campaign. 

We sincerely hope that this ex- 
planation may clarify the understand- 
ing of others whose memory, like 
that of Mr. Blankenbaker, may be 
somewhat hazy on this point. 

W. H. THORNBURG, 
Advertising Manager, Hecker- 
H-O Company, Buffalo, N. Y. 


Calkins Tells All 


To the Editor: Considerable in- 
terest has been aroused in Sunny 
Jim by the proposal to exhume him 
for the new advertising of Force, and 
the impression is given that the or- 
iginal copy which was spread all 
over the English speaking world was 
the work of Miss Minnie Hanff (as 
she was then) which is not actually 
the case, although she was the crea- 
tor of the idea, as stated. 

As the one who had the largest 
hand in the original advertising, I 
feel that the revival of the character 
justifies some account of his begin- 
nings. 

William Bogert Hunter was adver- 
tising manager of Force Food Com- 
pany, and Calkins & Holden were its 
advertising agents. The New York 
Street Car Advertising Company of 
that time tried to interest Mr. Hun- 
ter in car cards by showing him a 
jingle with drawings by the two 
young women, Misses Hanff and 
Ficken. Hunter paid $5 for the first 
one, and later commissioned the two 
to prepare a series of twelve for 
$100, which they did, and these with 
some editing were actually used for 
a single run in New York City, and 
that was all of the work of the orig- 
inal authors that was ever used. 


Bought Rights 


Later on Mr. Hunter, seeking an 
idea for a newspaper campaign, got 
out Sunny Jim and turned it over 
to us. He bought the right to the 
idea from the young author and ar- 
tist, but wanted more definite selling 
talk in the jingles than seemed pos- 
sible to amateur advertising writers, 
so the result was that I personally 
wrote Sunny Jim jingles for several 
years. The illustrations were done 
by various artists, but Edward Ells- 
worth, President of the Company, 
was a great stickler for printing 
qualities, so the final formula was a 
cooperation of two artists, Sewell 
Collins who did the sketches in pen- 


cil, and Earl Horter who went oy 
them in ink. The combination at 
Collins’ humorous touches and Ho 
ter’s clean, firm line produced ty 
character with which the world Wa 
made familiar. 

When I had written all the jinglg 
I could, we began buying them y 
five dollars a verse, from varioy! 
writers, some of them famous, su 
as Carolyn Wells, Oliver Herford and 
Madison Cawein. Some 5,000 wey 
sent in by volunteer contributors, 
many of them indecent and obscene 


All Forms of Advertising 


The idea was next put in the streg 
cars of the country and on the bij}. 
boards, elevated stands, painted by). 
letins—in fact, every form of adver. 
tising was used. It was also run jy 
Canada, England, Australia ang 
South Africa. 

It soon accumulated a literature of 
its own as well as a tradition. The 
largest scrapbook ever made Perhaps 
up to that time (Lindbergh’s prob 
ably exceeds it) was composed ep. 
tirely of the unpaid publicity Sunny 
Jim created. An English judge cited 
him in rendering a legal decision 
Ministers preached about him. Song 
and even musical comedies were 
written about him. Sunny Jim be 
came a slang name for all optimists, 
During all this furor the name of the 
original author of Sunny Jim was 
never mentioned. The credit all went 
to the Force Food Company, and the 
work was all done by their advertis. 
ing agents. 

EARNEST ELMO CALKINS, 
Calkins & Holden, New York. 


Magazine Will 
Concentrate on 


Seaboard Area 


Boston, Mass., April 13.—Discaré- 
ing about 50 per cent of its circula’ 
tion, at least for advertising pur 
poses, House Beautiful has announced 
plans to concentrate on the easte 
seaboard market. 

The new policy will take effect) 
with the June issue, the circulation) 
guarantee for which will be 50,000. 
Heretofore, House Beautiful has had 
a circulation in excess of 100,000 
The new page rate will be $600 for 
black and white. 

Ellery Sedgwick, president of the 
company, explained that until fur 
ther notice, House Beautiful will nol 
accept advertising for copies dis 
tributed outside of the seaboard mar 
ket area. 

Advertisers and agencies who have 
already contracted for space on @ 
national basis will be rebated on the 
gross, according to the guarantee. 

The new circulation area will em 
brace the Federal Reserve district: 
of New York, Boston and Philadel 
phia. 


Dixie Aids Dealers With 


— 


Al 


Premium, Display Stand 
Individual Drinking Cup Company, 
Easton, Pa., maker of Dixie cups, is 
aiding dealers to increase sales by 
offering to supply dealers with a five 


piece chromium plated tray and cu} 
holder set which is to be sold for 4! 


cents and any five Dixie package 


labels. 
age feature the offer. 


Stuffers in each Dixie pack] 


The company is also supplying the 
trade with an effective counter dis 


play which holds 12 packages of an) 
size Package Dixies, yet takes up 


less than one-half square foot ol 


space. 


Dailies Make Survey 


The average newspaper in Mis 
souri is published in a city of 10,00¢ 
and has 4,000 circulation, represen 
tatives of Associated Dailies of Mis 
souri heard at a meeting in Kans 
City this week. The survey, whic 
developed much information on ad 
vertising rates, was made by Fran 
Rucker, business manager, Indepen 
ence Examiner. 


Form New Agency 


Ralph Campbell, formerly manager 


of the Minneapolis office of Batten, 
Barton, Durstine & Osborn, and Ray 
Mithun of the same agency, have o 
s Campbell- Mithun Agency 


: 
| 


New | 


Northwestern Bank Bldg 
Minneapolis. ato 
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S. S. KRESGE Co. 

S. H. Kress & Co. 
W. T. GRANT Co. 
McLELLAN Stores Co. 
McCrory Stores Corp. 
G. C. Murpuy Co. 
ScotTt-BURR STORES 


Month Ago, 2 Chain Store Systems Were Distributing MODERN MAGAZINES 


TODAY THERE ARE 8 


GRAND-SILVER-METROPOLITAN STORES 


, AGO there were 950 MODERN MAGAZINES store outlets. 
Today there are 2,366. 


«| A month ago MODERN MAGAZINES advertisers were paying $1,400 
per black-and-white page for a guaranteed net paid circulation of 800,000. 
Today the same rate is earning them—well, how much would your sales 
jump if you increased your store outlets 149%? 


q| Of course circulation is soaring —will continue to soar! And every 
copy above 800,000 will be bonus, will represent a gratis contact 
with a MODERN MAGAZINES reader by MODERN MAGAZINES advertisers. 
Because MODERN is not raising rates at this time. 


q Little wonder then, that MODERN’S June number carries more 
advertising revenue than any issue during the past 13 months. And 
that MODERN advertisers declare their approval daily, not with —— 
but with space contracts. 


@ The chances are that you ought to be doing a little “approving” 
yourself. If you sell a product that will interest women—young, sellable, 
buying housewives—this is a supreme opportunity to tell them about it 
at a rate which you'll probably never see again. 


@| Look into this powerful, economical selling force today. Phone, wire, 
or write the advertising manager of 


A Success Story 
Told with 3 Figures 


MODERN MAGAZINES 
NET PAID CIRCULATION 
(99% Single Copy Sales) 


NOV. 1930 . 528,753 

(First issue) 
1931 . 688,806 
. 837,022 


(12 mos. average) 


1932 


(12 mos. average) 


— And now a 149% Increase in Store 
Outlets — Every Copy over 800,000 to 
be Advertisers’ Bonus! 


Modern Magazines 
finished 1932 with 

21% Gain in Lineage 

48% Gain in Revenue 


THE LARGEST GAINS IN THE ENTIRE 
MAGAZINE FIELD 


—And now, advertisers’ approval of our cir- 
culation expansion gives MODERN MAGAZINES’ 
June issue the biggest advertising revenue 
in 13 months! 


Give your product the benefit of this huge 
bonus in MODERN'S July issue. You can get 
in until April 20th. 


ODERN MAGAZINES 


MODERN ROMANCES 


DELL PUBLISHING COMPANY, INC. 


New York: 100 Fifth Avenue, Tompkins Square 6-4900 Chicago: 540 North Michigan Avenue, Superior 1362 Los Angeles: Petroleum Securities Building 
Bldg4 
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Public Relations Are Mutual 


The annual reports of the General 
Motors Corporation are well worth 
reading. No advertising man who 
desires to understand fully the poli- 
cies of large corporations of this 
type, which advertise consistently 
and successfully, can fail to be im- 
pressed by the discussions of under- 
lying plans which determine current 
operations contained in reports to 
stockholders. 

In the report for 1932, the section 
devoted to public relations is espe- 
cially enlightening. In a few words, 
Mr. Sloan, the president, outlines the 
conception of the job which is to be 
done in this field, and stresses the 
mutual element so often overlooked 
or disregarded in planning to gain 
and hold public acceptance for prod- 
ucts. There is more to public rela- 
tions, he points out, than selling 
products and services. 

“It is recognized,” he says, “that 
the corporation’s most vital relation- 
ship is with the public. Its success 
depends on a correct interpretation 
of the public’s needs and viewpoints 
as well as on the public’s understand- 
ing of the motives which actuate the 
corporation in everything it does. 

“In order to formulate its policies 
in harmony with this basic princt- 
ple, no effort is being spared to ana- 
lyze and evaluate the public, form- 
ing the corporation’s actual and 


potential customers, in its thinking 
with respect to all things in which 
the corporation plays a part. 

“This represents, however, but one 
phase of the corporation’s public re- 
lations policy, for, while it is essen- 
tial that the corporation understand 
the public, it is equally essential that 
the public understand the corpora- 
tion. Good will is established and 
maintained not alone by excellence 
of product and service, but by a com- 
bination of this with public knowl- 
edge and acceptance of the policies 
of the corporation. 

“The correct interpretation of such 
policies to the public is regarded as 
a primary function of management. 
Progressive industry today places 
the formulation of sound public re- 
lations policies on a parity with the 
formulation of other major policies. 
In fact, it goes further and recog- 
nizes that every forward step in pro- 
cedure should be subjected, whenever 
possible, to advance appraisal from 
the standpoint of the public interest 
in order to insure any contemplated 
action meeting with public accept- 
ance. 

“The corporation is keenly alive to 
the importance of this responsibility 
to the public.” 

This is a statement of policy which 
every advertiser, large and small, 
should be in a position to endorse, 


Beer Advertising Strikes the 
Right Note 


National advertisers in the brew- 
ing field have impressed all observ- 
ers with the excellence of the copy 
which has appeared in behalf of 
their featured brews. The advertis- 
ing has struck a note of dignity 
coupled with good cheer, suggest- 
ing that the sponsors of beer are 
seeking a higher public opinion of 
their product than was ever held 
before. 

The fact that beer is to be sold 
through practically all types of re- 
tail outlets, including groceries, 
drug-stores, department stores, res- 
taurants, hotels, etc., is undoubtedly 
giving the brewers a fine opportun- 
ity to build up prestige for the pro- 
duct as a commodity. It is no longer 
to be thought of exclusively in terms 
of a stein hoisted over the bar of 
the saloon, innocuous as that may 
have been, but rather as a beverage 
consumed around the family board 
and adding a note of festivity to the 
occasion. 

Plenty of beer Will be drunk over 
the bar, no doubt, and the adver- 
tising of draught beer dispensed 
from kegs (steel as well as wood) 
will continue to have its place. But 
the consumption of beer sold in bot- 


tles through standard retail outlets 
will be such an important factor 
that a real opportunity for “trading 
up” and the development of a dif- 
ferent and better attitude toward 
beer on the part of the community 
is evident and is being taken ad- 
vantage of. 

It is to be hoped that those re- 
sponsible for framing state and 
local legislation dealing with li- 
censes for the sale of beer will re- 
frain from establishing a _ prohibi- 
tive license fee, and thus enable 
broad distribution to be maintained. 
The interests of the community as 
well as the brewing industry will be 
served by that policy, which will 
tend to prevent the consumption of 
beer from being centered in any one 
type of outlet, and thus will mini- 
mize the objections which formerly 
focused around the old-fashioned 
saloon. These were not the result 
entirely of beer, but beer received 
the blame nevertheless. 

In the meantime, the sort of ad- 
vertising already begun in behalf of 
nationally known brews is calcu- 
lated to do a real service in setting 
up the business on the highest plane 
under the new regime. 


Information 
forAdvertisers 


The following documents may be 
secured without charge by any 
national advertiser or advertising 
agency from the companies sponsor- 
ing them, or through ADVERTISING 
AGE, 


No. 481. 173 per cent Increase in 
Sales Proves Power of NBC 
Broadcast Advertising. 

An interesting booklet giving much 
data on actual sales increases of 
éleven commodities whose prices 
were mentioned on NBC broadcasts 
by Great Atlantic & Pacific Tea Com- 
pany, as checked in over 14,000 of 
the chain’s stores. Data on products 
for which no prices were mentioned 
on the air is also given. 


No. 482. The Bar-Mor Display Cabi- 
nets. 

Descriptive material explaining the 
functions, operations, sizes, etc., of 
Bar-Mor display cabinets, unique 
devices in which actual merchandise 
may be displayed, as well as de- 
calcomania transfers and projections 
from standard lantern slides. 


No. 430. “Why It’s so Obvious.” 


“The old general store displayed 
its wares on any counter or hook 
that would accommodate them. Cus- 
tomers were inconvenienced and 
many sales were lost until someone 
thought of the obvious idea of related 
merchandise in separate depart- 
ments,” says this brochure by Mc- 
Call’s, announcing a radical new de- 
parture in women’s magazine format, 
by which editorial material and ad- 
vertising is departmentalized. 


No. 475. From Van-Dweller to Com- 
muter. 

Humorously, but none the less 
pointedly, House Beautiful presents 
in this brochure a comparison of the 
city dweller who lives mostly in a 
moving van and the solid, substantial 
suburbanite whose major care is for 
his home, and who is therefore a par- 
ticularly good prospect for numerous 
commodities which have little if any 
appeal to the apartment dweller. 


No. 470. Why KSO Sells Goods in 
Des Moines. 


Valuable information about the 
selling job done by KSO, Des Moines, 
Ia., “lusty offspring of the Register 
and Tribune.” Contains details of a 
telephone survey of 5,000 Des Moines 
homes, including number with radios, 
station preferences, etc. 


No. 468. Fadeless Publicity. 


An interesting presentation show- 
ing the wide variety of sizes, designs 
and colors in which enameled iron 
signs may be secured, and the uses to 
which they may be put. Also in- 
cludes details on cost, method of 
productions, and full color showings 
of signs made by Ingram-Richardson 
Manufacturing Company, by whom 
the book is published. 


No. 433. WLW—‘“The Nation’s Sta- 
tion.” 


This unusual envelope-folder might 
well be called “proofs,” since much 
of the material in it consists of fac- 
simile reproductions of letters com- 
menting on the results derived from 
commercial broadcasting over WLW, 
Cincinnati. Other interesting ma- 
terial in the folder gives WLW cov- 
erage and circulation, analyzes mail 
response to individual programs, 
gives much valuable information 
about the station and outlines the 
services of the station’s sales promo- 
tion department. 


No. 480. 
Comics. 


Two companion publications of 
Metropolitan Sunday Newspapers, 
giving in minute detail all of the 
facts on circulation, coverage, cost 
and influence of the publications in- 
cluded in the group. One discusses 
Sunday gravure advertising in the 
ten publications in the group, the 
other gives similar information on 
the comic supplement sections. 


Metro-Gravure and Metro- 
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Voice of the Advertiser 


Skaters Promote 
Advertised Brands 


To the Editor: At the suggestion 
of David Thomas of the advertising 
firm of David & Thomas, I am enclos- 
ing a page advertisement from Da- 


Den fria akningen 


, 
ad 


i) 


gens Nyheter, a daily of Stockholm, 
Sweden. 

It was published at the time of the 
world’s champion skating contest in 
the Stockholm stadium, and as you 
will see, it represents the contestants 
skating the monograms of different 
products. 

I never saw an advertisement of 
this nature before and it might in- 
terest your readers as a novelty. I 
should say that in attention value it 
runs very high. 

NaAbotH HEDIN, 

American-Swedish News Exchange, 

New York. 


~ 


The Mathematician Takes 
The Edge Off the Copy 


To the Editor: Coca Cola adver- 
tises that a housewife covers eight 
miles a day in her housework. 


Let us take a 6-room house with 
rooms 12 feet square as typical of the 
kind of house in which a woman 
does her own work. A complete cir- 
cuit of each of these rooms is 48 
feet; for the six rooms 288 feet. 


Let us figure that in going up or 
coming down the average flight of 
stairs one covers 20 feet, or 40 feet 
for the round trip. 

A complete circuit of the six rooms 


with two trips up and down s 
involved in it would therefore m 
368 feet. 


There are 42,240 feet in ei 


miles. This divided by 368 gives 1 
complete circuits of a 6-room ho 
with two trips up and down st 

to each circuit. 

In 16 hours, assuming that s 
never stopped walking, the houw 
wife would have to average 0 
round trip with two staircase tri 
every 8% minutes. This takes 0 
no time for meals or for standi 
still or sitting down. 

Eight miles comprise a distang 
equivalent to 45 holes of golf on th 
average golf course. 

And if “You Walk Eight Miles § 
Day Just in Housework” where @ 
you find time for the “Pause Tha 
Refreshes’’? 

DETROIT. 
vvwy 


Another Candidate for — 
Oldest Coupon Honor 


To the Editor: Your April 1 iss 
carried a news item regarding t 
La Salle Extension University ha 
ing received a reply to an adverti 
ment 21 years old. 

I am enclosing herewith a card 
ceived from the W. L. Evans Scho 
of Cartooning, Cleveland, O., one 
our advertisers, which reports h 
ing an inquiry March 7, 1933, fro’ 
an advertisement which appeared 
Popular Mechanics in 1908—25 ye 
ago. 

W. J. KUECKER, 


Business Manager, Popular Mechani 
Magazine, Chicago. — 


ae Ae 
Too Much for Nothing? 
To the Editor: The arti 


“Drought Ends, But Beer Copy S 
Scarce,” in the April 8th issue, 
very interesting to me. In my op! 
ion, the answer to the condition 
this: “Why should the brewers Pp 
for advertising when the newspape 
are giving them front page p 
licity?” 
I believe this is food for thou 
for newspapers. 
E. C. KELty, 
Secretary, Outdoor Advertising 


Assn. of Kentucky, Louisville. 
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This 1400 advertisement produced 


DONT LET THE SUN 


Ory Up 


YOUR BEAUTY! 


Keep your skin smooth and 
supple with this marvelous 
Olive Oil Face Powder 


A nor summer sun may be fine for your 
health, but what it does to your skin! The 
scorching rays bake out its natural oils... 
leave your complexion dry, dull and lifeless. 


Soon, wrinkles appear. Parched tissues shrink 
and shrivel, Your skin, deprived of its essential 
moisture, grows brown, taut and “leathery.” 


Here’s the safe way to protect your com- 
plexion. Every day, before you go out, use 
OutTpoor GirL Face Powder. Its luxurious 
Olive Oil base (found in no other powder) 
acts as a “softener” of sun-dried skin... 
soothing it, restoring its normal suppleness. 
OutTpoor Girt clings for hours, yet it never 
cakes or becomes “patchy.” 


Try this different face powder today! Dis- 
cover why millions of women will use no 
other. OuTDOOR GIRL comes in 7 popular 
shades to blend naturally with any complexion. 


Large size packages of OuTDOoR GirL Face 
Powder and other Olive Oil Beauty Products 
are popularly priced at 35c and $1.00 in the 
better drug and department stores. Try-out 
sizes, too, at 10c each, may be found in the 
leading ‘“‘chains.”’ Buy your box of OuTDOOR 
GIRL today, or mail the coupon for liberal 
samples of both the Olive Oil and Lightex 
face powders and the new Liquef ying Cleansing 
Cream (which cleans the skin as no soap can). 


OUTDOR GIRL 


OLIVE 


OIL Sace Powder 


Lightex in the red box for 
ony amine - . + With Olive 
Oil in the purple box for 
normal skins. 


seeeee eee eee ene 

Crystal Laboratories, 
Dept. S-6, 

130 Willis Ave., NewYork 

Kindly send me free samples of the 2 OuTDOOoR 


Girt face powders and the new Liquefying Cleans- 
ing Cream. 


Name 
Address 


City State. 


Outdoor Girl advertising is prepared 
by the United Advertising Agency. 


Once again True Story’s 
newsstand sale comes thru 


over 27,000 INQUIRIES... 


38% became 


regular users 


This one insertion in True 


Story Magazine developed 


10,260 new customers for 


Outdoor Girl Face Powder 


°€In the June 1932 issue of True Story, we ran 
the single column advertisement shown at the 
left. Free samples of the two Outdoor Girl face 
powders and a tube of Outdoor Girl Liquefying 
Cleansing Cream were offered to all women who 
would send in the coupon. To date we have re- 
ceived over 27,000 requests for samples from 
this one advertisement and the coupons are still 
coming in at the rate of over 100 a week. 


“To determine definitely the extent to which 
women requesting the Outdoor Girl samples 
would actually buy the product, an impartial in- 


Outdoor Girltrade 
paper advertise- 
ment announcing 
the phenomenal 
pulling power of 
True Story. Signi- 
ficant that this ad- 
vertiser himself 
took paid advertis- 
ing space to tell 
his dealers about 
True Story’s re- 
markable sales 


vestigation was made among the coupon-mailers. 
38% of them went on record that since receiving 
the free samples, they have been converted to the 


regular use of Outdoor Girl Face Powder.” 
Outdoor Girl dealer advertisement (see below) 


Two points here deserve special emphasis: lst—The 
long sales life which advertisements in True Story 
enjoy. This Outdoor Girl advertisement ran in our 
June 1932 issue, out May 5th,—almost a year later, 
during the first week of April 1933, it pulled over 100 
inquiries. Inquiry cost now down to 5¢ a piece. 2nd— 
The resale possibilities of True Story inquiries speak 
for themselves in the remarkable percentage of regu- 
lar users revealed by the advertiser’s check-up. 


And remember these points about True Story : Ours 
is a market of young married women, average age 33 
—a long term market for every advertiser seeking 
volume sales... 85% of our total circulation is sold 
over the newsstand, rechecking reader interest and 
willingness to spend each issue. Our rate is from 25% 
to 33% lower than the other women’s magazines. True 
Story offers you a selling instrument timely keyed to 
build sales in 1933. 


True Story 
Newsstand 1,652,110 
%ofToal 85.4 


- MAGAZINE 
NEWSSTAND CIRCULATION 


Seven Leading Women’s 
Magazines 
* 


McCall's W.H.Comp. L.H.Jour. G.House, Pic. Rev. Delin. 
915,708 525,976 470,887 451,868 366,367 289,524 
38.7 20.7 18.4 23.5 16.9 13.7 
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ADVERTISING AGE 


April 15, 1933 Ld 


BREWERS’ PLANS 
GRADUALLY TAKE 
DEFINITE FORM 


New Tide of Beer Copy Soon 
To Appear 


(Continued from Page 1) 
and to get an orderly picture of their 
problems. 

In the meanwhile they are keep- 
ing publication and outdoor repre- 
sentatives busy with inquiries on 
costs. Some elaborate campaigns, 
as national in scope as the situation 
will permit, are certain to emerge 
from the present confusion. 

Advertising of allied products has 
been placed largely on a spot basis. 
There has been a more or less de- 
sultory flow of refrigeration and 
equipment copy, bread, sausage and 
even mustard advertising. Some de- 
finite campaigns in these fields are 
now in the planning. 

Many states, including Illinois, are 
without any regulations governing 
beer distribution. As a result, beer 
is being sold by many dealers who 
will probably drop out of the picture 
as soon as licenses are necessary. 

Most of the beer advertising ap- 
pearing thus far has been of a local 
nature. An exception has _ been 
Anheuser-Busch, Inc., St. Louis, 
which is using newspapers and pos- 
ters in thirty important markets, 
and Schlitz Brewing Company, 
whose introductory copy ran in 
cities over a wide area. 

The Budweiser copy, heralding 
both a renaissance of industry and 
of the leisurely hospitality of other 
days, said in part: 

“Beer is back! But is that all? 
No. To cheer, to quicken American 
life with hospitality of old, the 
friendly glass of good-fellowship is 
back. Sociability and good living 
return to their own, once more to 
mingle with memories and senti- 
ments of yesterday.” 

St. Louis and Milwaukee are re- 
newing their pre-prohibition rivalry. 
Several Milwaukee breweries are 
erying their wares in St. Louis, 
while those of the latter are return- 
ing the compliment on the stamp- 
ing grounds of their competitors. 


Changed Copy Noted 


Schlitz promises to become noted 
as something more than “the beer 
that made Milwaukee famous.” One 
expert who read the Schlitz anticipa- 
tion advertisement on “The dawn 
of a new day” commented that it 
was also the dawn of a new day as 
far as the caliber of beer advertis- 
ing is concerned. 

Schlitz announcement copy April 
7 carried out this new ideal, the note 
of jubilance being subordinated to 
dignity. “Schlitz Ideals Have Car- 
ried On,” said the copy, prepared by 
Freeze-Vogel-Crawford, Inc.,  Mil- 
waukee. This campaign has pene- 


BEER COPY IN THE 1933 MANNER 


Beer is back! tn thoee three simple 


and 


of tax revenue anses to add its dol- 
lars gladly to @ nation in need. 


"= Budweiser 


Something More 
than Beer is back 


Beer is back! But is that all? No! 
To cheer, to quicken American life 
with hosprtary of old, the trendly 
glam of good- fellowship is back. 
Soaabulity and good living retura 
to their own, once more to mingle 
with memones and sennments of 
yesterday. Amenca looks forward 


Yes! But much more than that. 
Beer at its best is back—the brew 
that everybody knew best — the 
kang of bottled beers that outsold 
any other bottled beer on earth 


BUDWEISER IS BACK 


feels better .... Beer is back! 


hee 


Full-page newspaper a which carried Budweiser's message to the 


thirsty populace this week. 


trated the eastern seaboard, in ad- 
dition to blanketing the hinterland. 

Cream City Outdoor Advertising 
Company, of Milwaukee, staged a 
campaign of its own welcoming the 
return of one of the city’s oldest and 
largest industries. The “Prosit 
Milwaukee” display was created and 
donated by the Multi-Color Process 
Company, as its contribution to the 
new era. The Cream City company. 
provided the posters without charge. 

Pabst Brewing Company sent 30,- 
000 telegrams to persons in Mil- 
waukee the morning of April 7, said 
to be the largest one-day telegraphic 
campaign ever launched in one local- 
ity. A card enclosed with the wire 
advised recipients that orders sent 
in in the morning would be delivered 
in the afternoon. 

With beer shipments out of Mil- 
waukee still ranging up to 100 car- 
loads a day, local brewers are try- 
ing frantically to meet demands, but 
in some cases are finding it necessary 
to fill orders only up to five per cent 
of the quantity requested. 

ADVERTISING AGE’s Cleveland corre: 
spondent reported that breweries of 
that city exercised more restraint 
than contemporaries elsewhere, de- 
clining to market their product until 
it was properly aged. Clevelanders 
have perforce used “imported” beer. 


Plan Beer Show 
This created an ideal situation for 
the Cleveland distributor of Bud- 


weiser to step into the newspapers 
with some interesting copy, the 


Cc 


him, but reads him. 


TS 


Fact No. 1: A reader reads James Trusiow Adams, 
America's first historian, and either likes him or dislikes 


Fact No. 2: A reader reads Ernest Hemingway and 
either likes him or dislikes him, 


Moral No. 1: Proving what? Proving that our readers 
think for themselves, requiring neither coddling nor exhor- 
tation. Proving also that they know good work even when 
they may not agree with the content of that work. 


Moral No. 2: For sheer intellectuality of its readers 
and for buying power of its readers, Scribner's Magazine 
has no superior. We say that downrightly because it hap- 
pens to be true and advertisers should know it. 


but reads him. 


background being provided by re- 


production of a once-popular song 
entitled “Budweiser’s a Friend of 
Mine.” 


Cleveland is to be the scene of the 
First National American Beer Ex- 
position. The dates are July 3-8. 
Ralph Newman, national secretary 
of The Crusaders, anti-prohibition 
organization, is general director of 
American Beer Exposition, Inc., in 
charge of the show. 

Dry Kansas witnessed a hegira of 
astonishing proportions, wet Mis- 
souri being the goal. More than 
51,000 cars made their way into Kan- 
sas City from the west April 7-8, 
compared with 19,000 during the cor- 
responding time of the week before. 

I. A. Goldman & Co., Baltimore 
agency, also sought and attained a 
new technique in using full page 
newspaper copy for Gunther Brew- 
ing Company. The way was paved 
for an unusual illustration with the 
statement that “Uncle Sam's official 
timekeepers will release Gunther’s 
real beer one minute after mid- 
night.” 

The “timekeeper,” who dominated 
the page, was presented as a radio 
announcer, clutching his microphone 
as he counted out the forces of 
fanaticism. The figure was first mod- 
eled from clay, then photographed, 
the result possessing tremendous at- 
tention value. 


Atlas on Posters 


Atlas Brewing Company, Chicago, 
claims the distinction of being the 
first to get its message back on the 
posters. Atlas copy greeted an in- 
terested public bright and early on 
the morning of April 7. It was even 
whispered that Atlas took time by 
the forelock and that one of the 
posters, portraying “two old friends 
get together again” appeared near 
the Atlas plant somewhat before 
the clock struck the hour of mid- 
night. 

The figure of Uncle Sam, holding 
a glass of 3.2 while he smiles at his 
audience, again dominates the At- 
las ensemble. 

Reincke-Ellis-Younggreen & Finn, 
Chicago agency handling the account 
of United States Brewing Company, 
held a huge celebration in its offices 
April 8, at which the product of its 
client flowed freely. 

Ranier Brewing Company, widely 
known on the Pacific Coast, is us- 
ing considerable newspaper space to 
apprise its public of its “return to 
leadership.” Lord & Thomas, San 
Francisco, are placing the copy. 

Perhaps the most unusual adver- 


not from brewers who want buyers 
for beer, but from a thirsty populace 
which wants an opportunity to pur- 
chase. 

The Omaha Bee-News of April 11 
carried this full page advertisement 
lamenting, “What! No beer?” It 
continued: 

“Today over 62 million Americans 
living in 19 states are enjoying 
healthful, legalized beer and thou- 
sands have been put back to work. 
“Another 25 million Americans 
living in 6 states will have beer 
shortly and thousands will have jobs. 
“President Roosevelt promised 
Americans they would have beer. 
As far as the Federal Government is 
concerned—he fulfilled his promise. 
“State legislators representing over 
87 million Americans in 25 states 
have fulfilled their obligation and 
granted the privilege they promised 
before election. 

“Certainly the voters of Nebraska 
have a right to ask—‘What! No 
beer?’”’ 

The lower part of the page was 
devoted to a mammoth coupon ad- 
dressed to State representatives de- 
manding legislation legalizing 3.2 
per cent beer and an explanation 
that the advertisement was paid for 
by “Nebraska voters who want a 
new deal.” 

H. E. Riggert, general advertising 
manager for the Bee-News, reported 
that this advertisement would help 
bring back beer—probably within 
ten days. 

A second smash in the drive for 
legalization of beer in the state ap- 
peared in the Bee-News April 13. 
Also a full page, the copy reproduced 
newspaper headlines telling of the 
business benefits of the new brew in 
neighboring states, and urged, “Let’s 


Pull Together for a Greater Ne- 
braska, Beer is Part of the 
New Deal.” The same mammoth 


coupon to be addressed to state legis- 
lators appeared. 

Frigidaire Corporation, Dayton, O., 
used newspaper space to reach deal- 
ers with the story of its beer-cooling 
equipment, while the National Cash 
Register Company took a one-time 
shot to advertise a register made 
especially for beer retailers. 

Pabst Blue Ribbon Beer used full 
pages in newspapers of April 8 to 
paraphrase Ben Bernie’s famous slo- 
gan: “We hope you liked it.” 


Laws Bother N. Y. 


New York, April 14.—The enact- 
ment of state contral legislation Tues- 
day did not stimulate beer advertis- 
ing this week, and brewers have in- 
dicated that they will put no seri- 
ous effort into merchandising their 
products for another three or four 
weeks, at which time it is expected 
that supply will catch up with de- 
mand. 

The state law requires a license 
fee of $2,500 for brewers and $500 
for wholesalers. The license fee for 
retail sales for consumption off prem- 
ises is from $25 to $50 and for con- 
sumption on premises, from $100 to 
$200, depending on the size of the 
city in which the license is issued. 

The bill bans sales between 3 a. m. 
and noon on Sunday. It authorizes 
the licensing of bars. Every person 
procuring a license is required to 
advertise the fact once a week for 
two successive weeks in a weekly or 
daily newspaper circulated in the 
locality. 


Eliminates Financial Interest 


Brewers are prohibited from hav- 
ing any financial interest in the re- 
tail sale of beer or in places where 
it is offered for sale. The law will 
be administered by a board of five 
appointed by the Governor, who will 
strive to keep the group divorced 
from politics. The state board will 
appoint local boards. 

Local brewers had hardly fin- 
ished the study of their own law 
when they were forced to give at- 
tention to neighboring New Jersey’s 
new act, the provisions of which in- 
clude the state’s right to levy a tax 
of 3 cents a gallon on beer dis- 
tributed within its boundaries from 
brewers outside the state. The New 
York companies declared the law un- 
constitutional but avoided a test case 
at this time by paying the tax de- 


tisement of the week came, however, 


to the New York state tax of $ 
barrel. 


<i 7 
paper offices April 7 has been short. 


The excitement which struck 
lived. On that day nine leading Ney) 
York newspapers carried 36,000 ling 


of brewery copy, placed by fiy 
brewers and the New York State 
Brewers Association. For the seve, 
days from April 8 to 14, inclusiye 
these papers have carried only 18,309 
lines of beer advertising placed py 
brewers. 

Outdoor contracts limited to 3 
days have brought about $100,009 
into the coffers of plants in this city. 
Anheuser-Busch, judged by orders 
released, is the most aggressive beer 


Chica 
advertiser from the standpoint of = 


the cou! 
be mel 
standar 


use of both newspapers and posters 
The copy of New York brewers hag 
shown little trace of sales-minded. 
ness to date. Liebmann Breweries °°’ - 
alone has shown a disposition to con, j tail out 
sumer-tailor its copy, its advertise) ing ™4 
ment of the past week giving assyp. Corpore 
ance that this company “would not go, vertisin 
off the Rheingold standard,” mean Whet 
ing that it would resist any tempta) depend 
tion to sell its brand until the brew gees ch 
was properly aged. Harms 
licenses 

“We : 


Poster Is Reversed 


Anheuser-Busch’s poster for Bud. 
weiser startled everyone. The com . 
pany’s newspaper advertisements 
have carried the display line, “Amer. 
ica Welcomes Budweiser,” but the 
poster reversed this to, “Budweisey 
Welcomes America,” and showed nc 
other text. After a little reflection 
most beholders decided it made bet 
ter sense than the newspaper phrase 

Trends other than those springing 
from the brewer’s love of the tem 
perance cause have not been reveale¢ 
in the limited copy so far appearing 
The brewers have shown a dislike for 
the masculine pages of newspapers 
insisting on positions adjacent t 
general local news in most cases. 

It looks like a toss-up for days 
Anheuser-Busch and others who have 
released more than two pieces of copy 
have staggered their insertions. The 
newspaper men had believed that 
Saturday would be a favorite da 
for brewery copy but it appears no 
that the brewers will strive for a 
pearances in this respect as well 
others. the su 

Analysis of the alcoholic conten! ceived 
of leading local brands of beer pubjentirel; 
lished by the New York Daily Newiing a t 
early in the week showed a kick fallfar fr¢ 
below the legal standard. The breW who y 
ers took advantage of the news papgt ; 
paper’s column to deny the findingijg, g . 
indignantly but showed no interes pjgh-c} 
in reassuring consumers as to thtjp app 
strength of their own  particula 
brands in paid space. They als 
branded a falsehood the report tha phe 
they had entered into a secret unde! mater; 
standing among themselves to keefy4y) a; 
the alcoholic content of their brew), 
low during the first weeks of legality 
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Gonda Relates Business own 01 
Wonder of Jig-Sawi\"s" 


son-Freeman Company, told Nationa — 
Alliance of Art and Industry thit’SP!4) 
week that he estimated between fiftp2surit 
and sixty million jig-saw puzzle In tl 
have been produced for premium usPhasiz 
and public sale. Einson-Freema 
alone has produced as many 
3,000,000 a week, he said. 

As a result of the new vogue, h 
company did more business in 19 


F. D. Gonda, vice-president, af 


than it has done in 30 years, M a he 
Gonda said, and it has already dont 2st, 
almost as much business in the first’Yn& 
quarter of this year as in the entin#ers t 
year 1932. A substantial portion oo tha 
the company’s increased volume ateri 
the result of greater demands f0¢orner 
window and store displays. ) ' 
Launch Movement for 9 


*‘Saner Competition’. = Bl 


Ernest L. Tutt, district manageltessfu' 
Bureau of Foreign and Domestifon Rp, 


Commerce, Houston, Tex., has Mncteris 
ganized a “saner competition” cal re t 
paign in that city, with represef! y 


tatives of various local trade associs!@Vert 
tions acting as a steering committedising 

The movement is designed to elimflan C 
inate competitive abuses. Ber1 


Elworthy Advanced 


A. B. Elworthy, for several yeafy, 
in charge of advertising in the D 
troit territory for Forbes, has bee 
promoted to advertising manager ¢ 


manded by New Jersey in addition 


the middle western territory. 
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ADVERTISING AGE 


“= WANTS BEER AS 
EASY TO GET AS 
CAN OF COFFEE 


0 lines 
Y five’ 

Harms Discusses Problems 
Facing Brewers 


State 
Seven 
lusive. 

18,309 
ced by 


to 36 
100,000 
is city, 
orders 
re beer (Chicago, April 13.—The brewers of 
of the) the country are hoping that beer can 
osters be merchandised like any other 
rs hag standard commodity, through gro- 
uindet} cery stores, drugstores and other re- 
pote tail outlets, Marvin Harms, advertis- 
veel ing manager of the Premier-Pabst 
assurd Corporation, told the Chicago Ad- 
not go vertising Council today. 
mean Whether this will be possible will 
empta) depend on the amount of the license 
e brew fees charged to retailers, and Mr. 
Harms expressed the hope that the 
licenses will be kept low. 
“We would like to have beer avail- 
r Bud. able to the public just as conven- 
© COM jontly as a can of coffee,” he sug- 
omeny gested. 
Amer " vr. Harms, who spoke on “Beer 
ut the Advertising,” was heard by one of 
Lweiser the largest crowds of the season. He 
ved pointed out that due to variations in 
lection state laws affecting the product and 
de bet i+; method of distribution, the cam- 
pitrase paign of a national advertiser in this 
ringing 541d must be kept flexible. What is 
. a permissible in one state may not be 
teh in line with the requirements some- 
‘ike Pe where else. 
papers Quality to Fore 
ent tc The chief policy which Premier- 
ses. Pabst is emphasizing both in manu- 
r days facture and advertising, the speaker 
10 have said, is quality. The company is 
of copy making every possible effort to have 
s. The the highest quality maintained for 
d thajits product, and it likewise believes 
te daithat its advertising should be high- 
Ts noWeclass and dignified, suggesting a 
for ap) product of highest quality. 
well Mr. Harms intimated that some ot 
the suggestions which have been re- 
conten!) ceived from well-wishers are of an 
er pUbjentirely different character, suggest- 
y New ing a beer-drinker type that would be 
‘ick fa!) far from appealing. The character 
e breW who will be featured in Premier- 
neWé Pabst advertising, while recognizable 
inding/as a connoisseur of beer, will be 
interes high-class, intelligent and attractive 


to thein appearance. 
rticular 


xy als 
rt thé The company will feature display 
undel' material for use in retail stores as 
to keelwell as in establishments where beer 
" breWiis consumed on the premises. How- 
legality ver, the material will not be shipped 
°SS- ‘out with the goods and left to the 
jobbers to distribute. Premier-Pabst’s 
ss own organization, supplemented with 
Sa ecognized window-installation com- 

panies, will be responsible for the 
it, ‘him of window and counter- 
Jationa’,. 

ii 


Uses Own Organization 


ry th isplays, thus eliminating waste and 
en fifte2suring maximum usefulness. 

puzzlef In this connection, Mr. Harms em- 
um ushasized the policy of his company in 
'reemafworking closely with a limited num- 
any er of printers and lithographers, 
rho have almost the relationship of 
n agency, and who advise and coun- 
oo oe el with the advertiser. Premier- 
ly don abst, he said, does not shop around 
he firstTying to get the lowest bid, but pre- 


rue, h 
in 19 


> entinters that reasonable prices prevail 
rtion 0&0 that the producer of advertising 
ume aterial will not have to cut any 


nds f0rorners in getting out the order. 
Bernie Switches to Beer 


Ben Bernie, who as the “old maes- 
— of has done a big broadcasting job 
ELON For Blue Ribbon Malt, is equally suc- 
anagelressful as the proponent of Blue Rib- 
omestihon Beer, Mr. Harms said. His char- 
_ olpcteristic continuities, although they 
aprese kre typical of Bernie personally, are 
associeeVertheless prepared by the adver- 
nmittetising agency, Matteson-Fogarty-Jor- 
to elimflan Co., Inc., of Chicago. 

Bernie will also be featured at the 
Pabst Blue Ribbon Casino at the Cen- 
ury of Progress Exposition begin- 
ing in Chicago June 1, his band 
the D Appearing there with two others, and 
as bed his weekly broadcasts also being pre- 
ager @ented from the Casino. In addition 
Pabst Blue Ribbon Beer will have 


another exclusive restaurant outlet 
at the fair. 

Pabst is working out some entirely 
new ideas in beer packaging, in view 
of the much greater number and 
variety of retail outlets. Much care 
has been exercised in the design of 
the bottle, label and package. A non- 
returnable corrugated package con- 
taining six bottles is proving very 
popular, and the returnable case is 
also of a new and more attractive 
design. Pabst has discarded the 
wooden keg for the sale of draught 
beer, and is using steel kegs because 
they are easier to handle, cleaner and 
easier to refrigerate. 


To Zone Circulation 
Nebraska Farmer has announced a 
plan whereby advertisers may buy its 
circulation in zones, by trading areas. 


W. A. Elliott 
Is Victim of 
Heart Attack 


Jacksonville, Fla., April 13.—Fu 
neral services were held here today 
for William Ansel Elliott, business 
manager of the Florida Times-Union. 
Mr. Elliott, who was only 47 years 
old, died Sunday night of a heart 
attack. 

While he was in failing health for 
several years, he was well enough 
Saturday to enjoy an automobile ride 
and his death came as a shock to 
his numerous friends in and out of 
the publishing and advertising fra- 
ternity. 

Mr. Elliott was a native of Nash- 


ville, Tenn., and gained his early 
newspaper training in the circula- 
tion department of the Nashville 
Banner. Later work carried him to 
the Birmingham Age-Herald and 
Chattanooga Times. 

After coming to Florida, he played 
an important role in the councils of 
the Southern Newspaper Publishers 
Association and served as president 
in 1921-22. At the time of his death, 
he was chairman of its advertising 
committee. 

Mr. Elliott is survived by a 
brother, J. M. Elliott, national ad- 
vertising manager of the Times- 
Union, as well as by his widow and 
two daughters. 

Among those who attended the 
last services was Leslie M. Barton, 
managing director of Major Market 
Newspapers, Chicago. Mr. Barton 
flew “from Dallas for the funeral. 


Reinhardt Keeps On 


The business of Emil Reinhardt, 
Advertising, Oakland, Cal., is being 
maintained intact, while Mr. Rein- 
hardt is also managing the Edward 
N. Nathan Advertising Agency, San 
Francisco. A previous item in ADVER- 
TISING AGE gave the impression that 
Mr. Reinhardt had given up his Oak- 
land agency. 


Jackson Leaves Engraver 


Marion V. Jackson has resigned 
from Art Printing Plate Company, 
Detroit, to become secretary of Gies 
& Co., Detroit distributors of Pabst 
Blue Ribbon beer. 


Names Rossiter 


Edgar A. Levy Leasing Corpora- 
tion, New York, has placed its ac- 
count with Ralph Rossiter, Inc., New 
York. 


THE FATE OF CAMP MAHOPPAPOTTAWAMAGOG 
HANGS IN THE BALANCE 


The SHADOW you see on the 
window pane is that of Mr. J. Buck- 
minster Gloup, holding Family Confer- 
ence with Mrs. Gloup. 

Purpose: to decide whether J. Buck- 
minster Gloup, Jr., age 15, is to be sent 
away this summer for eight healthful 
weeks at Camp Mahoppapottawama- 
gog-on-Lake Blitz. 

Mrs. Gloup is saying that she once 
heard that Lake Blitz was a treacher- 
ous body of water. Mr. Gloup thinks a 
thorough ducking would do the boy 
good. Mrs. Gloup wondersif Dr. Dithers, 
the Director, is a man of Sterling Chris- 
tian Character. Mr. Gloup wonders if 
the Athletic Coach is a good guy... 
And out of hours of this sort of a thing, 
a decision is eventually born. 

There isn’t a camp director in the 
country who wouldn’t love to be at that 
conference in person, to say a compel- 
ling word for his camp. Alas, none was 
invited. And so most camp directors 
do the next best thing. They advertise 
in the School and Camp Section of Red- 
book. They know that no young hope- 
ful is coming to their camps until both 
parents have reached the same decision. 
They know that Redbook is read by 
both parents. Result: Redbook has been 
carrying the advertising of a greater 
number of camps than any other maga- 
zine published. 

In the combined linages of camp and 
private school advertising Redbook is 
likewise an undisputed leader. And Red- 
book enjoys this leadership for one signi- 


ficant reason: It produces enrollments. 

Advertisers of anything sold at retail 
will do well to ponder Redbook’s influ- 
ence upon Mr. and Mrs. Gloup. To- 
morrow morning, after Mrs. Gloup has 
mailed the letter of decision to Camp 
Mahoppapottawamagog, she will go 
shopping to fill the family needs. The 
salespeople who wait on her will think 
she is alone. They will be wrong. The 
shadow of Mr. Gloup will still be at her 
elbow. And that shadow will influence 
her just as much as the views of the 


actual Mr. Gloup influenced her at the 
Family Conference the night before. 

Tomorrow night there will be another 
Family Conference. Might it concern 
your product? In Redbook, you can 
state your case to both conferees at once, 
in 750,000 homes every month. And 
you can do it for 30% less cost per 
thousand than you would pay if you 
talked to one sex only. 

Sell the family and you sell all. Red- 
book Magazine, 230 Park Avenue, New 
York City. 


THE SHADOW OF A MAN STANDS BEHIND EVERY WOMAN WHO BUYS 
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L. R. Northrup 


Resigns His 
Chicago Post 


Chicago, April 13.—Lorry R. North- 
rup, widely known account repre- 
sentative with Batten, Barton, Dur- 
stine & Osborn Corporation, has re- 
signed. Mr. Northrup, who is secre- 
tary-treasurer of the Western Coun- 
cil, American Association of Adver- 
tising Agencies, has not announced 
his plans. He was with Erwin, 
Wasey & Co. before joining B. B. D. 
& O. three years ago. 

Charles P. Tyler, account repre- 
sentative and S. L. Williams, copy 
writer, are others who have left the 
local agency. Mr. Tyler has already 
connected, going to the New York 
office of McCann-Erickson, Inc. 

Batten, Barton, Durstine & Osborn 
occupied their new quarters in the 
tower of the LaSalle-Wacker Build- 
ing over the week-end. As previously 
reported, space buying and account- 
ing are now being handled in New 
York, this being in part responsible 
for reduction of personnel. 


McGregor Moves 


Andrew J. McGregor, New York 
agent, has moved to 11 W. 42nd St. 


HARRY A. AHERN, 
NEWSPAPERMAN 
AND AGENT, DIES 


New York, April 13.—Funeral serv- 
ices were held at a Brooklyn chapel 
Monday for Harry A. Ahern, widely 
known newspaper advertising execu- 
tive and agency man. His death at 
53 was preceded by a year’s illness 
of heart disease, but he was not con- 
fined to his bed until three days be- 
fore his death. 

A native New Yorker, Mr. Ahern 
started as an advertising solicitor 
with the New York Tribune in 1905. 
He was soon invited to the American, 
where he produced a remarkable vol- 
ume of business which set other 
publishers in keen competition for 
his services. 

In his next connection he spent 
six years as advertising director of 
the Evening Post, later becoming di- 
rector of advertising and assistant 
publisher. He left after a short time 
to join Emil M. Schulz, who was 
publisher of the Evening Post during 
his association with the paper, in 


PASSES ON 


Harry A. Ahern 


forming the World Wide Advertising 
Corporation. Mr. Ahern was vice- 
president. 

Later joining the United Advertis- 
ing Corporation, he spent six years 
in all in agency work before return- 
ing to the newspaper field where he 
was most at home as advertising 


SOHIO results 


show that Car-Owners 


respond to.. 


ee . . . next-door neighbor to the nation’s 


population center .. . heard daily by millions — occasionally 
in every city in the land . . . that’s WLW — truly “‘the Nation’s 


Station.” 


And WLW reaches listeners who can PAY for what they buy. It 
reaches car-owners, the people with money to spend. See the Sohio 
lubricating oilchart. It shows how WLW builds business for clients. 


The comprehensive surveys of the great midwest market, prepared 
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How WLW Sells Gasoline 


This chart shows the period when Sohio 
lubricating oil was broadcast over WLW. 


Near the center 
of the dial 


Note the relative growing preference for this 
brand over competing brands. 


by WLW merchandisers, should be 
of great value to those who want to 
sell this territory. These surveys are 
available to any executive of an adver- 


tiser or agency who will address 
WLW on his official letterhead. 


Near the center 
of population 


THE CROSLEY RADIO CORPORATION 


POWEL CROSLEY, Jr., President 


CINCINNATI 


manager of the Evening Graphic. Ex- 
cept for brief periods on the staffs 
of the Morning Telegraph and the 
Newark Morning Call, he remained 
with the Graphic until its cessation 
last July, taking charge of local ad- 
vertising during the paper’s final 
days. 
Formed Association 


While he was advertising director 
of the Evening Post, Mr. Ahern con- 
ceived the idea of the Daily News- 
paper Advertising Managers, took 
the lead in its organization and be- 
came its first president, holding the 
office three years. 

Mr. Ahern’s success was not due 
solely to the fact that he was an ex- 
traordinarily able salesman. While 
he made few copy suggestions, he 
had a comprehensive knowledge of 
marketing and applied himself to 
good effect in working out the mer- 
chandising problems of his clients. 

He was looked upon as an author- 
ity on real-estate marketing and is 
credited with having popularized 
Saturday as the best day of the week 
for real estate copy. Also, he was 
largely responsible for the start and 
growth of resort and vacation adver- 
tising in newspapers. 

He brought out the first Saturday 
real-estate section for the Evening 
Post in 1913, and this paper also pub- 
lished the first classified directories 
of specialty shops, resorts and real 
estate under his direction to be 
issued by metropolitan dailies. 

Mr. Ahern was intimately ac- 
quainted with the head of every 
large Manhattan department store, 
and, at the insistence of these re- 
tailer friends, took an active part in 
the affairs of the Fifth Avenue As- 
sociation for many years. 


C hicago Hotel 
Makes Bid for 


Fair Patronage 


Chicago, April 13—A new cam- 
paign has just been inaugurated by 
the Morrison Hotel to run in news- 
papers in twelve key cities in the 
middle west. 

The newspaper copy which em- 
braces one 65-line and one 125-line 
single column advertisement each 
week, is part of a general campaign 
which will include direct-by-mail and 
outdoor as well. 

The plan is based on a survey 
made from the registration records. 
This survey, which is made from 
month to month, shows the registra- 
tion breakdown by states and cities 
and forms a definite check on the 
advertising. In conjunction with 
this are charts indicating graphic- 
ally what media and copy were used. 

The larger newspaper advertise- 
ments feature the World’s Fair, and 
illustrations are chosen for their 
news value as well as pictorial effec- 
tiveness. Copy is brief and the main 
selling points are featured in four 
or five bold lines. In all of the ad- 
vertising a new slogan is being pub- 
licised: “The Tower of Hospitality.” 

The surveys were made and the 
copy prepared by the Thos. M. 
Bowers Advertising Agency, which 
handles the Morrison account. 


Erwin, Wasey Gets 
Waters-Genter Account 
Erwin, Wasey & Co. have been ap- 
pointed to handle advertising for all 


products of Waters Genter Company, 
Minneapolis, Minn., maker of Toast- 


master, Wafflemaster, and other 
equipment for homes, restaurants 
and hotels. 


Several new merchandising activi- 
ties will be inaugurated this year, 
according to Kenneth C. Gifford, 
sales manager. 


Is Host to Flyers 


Advertising Club of Boston was 
host to a number of well-known 
flyers, including Frank Hawks, Har- 
old Gatty, Ruth Nichols, and others 
equally famous, at an aviation lunch- 
eon, April 11. 


Snowball Newest Smoke 


Snowball cigarettes, a new variety 
of menthol smokes, have been intro- 
duced to the New York public by 
Paul A. Werner, Itic., New York. 


W. E. Metzger, 
Auto and Air 


Pioneer, Deac 


Detroit, Mich., April 13.— Willian | 
E. Metzger, who nursed the infant 
automobile industry along until , 
became a hardy youth, died here 
Tuesday of heart disease. Mr. 
Metzger, who was 64 years old, wa, 
essentially of the creative type ang 
in recent years lavished his affgg. 
tions on another baby, aviation, 

Like many another automotive pig 
neer, Mr. Metzger left the bicyc 
field to tinker with the new-fanglej 
contraption which was beginning ty 
arouse interest and speculation. Hp 
formed the Northern Motor (Cg 
Company, of Detroit, which later be 
came the Wayne Automobile Com. 
pany and still later was succeedej 
by E. M. F. Company. 

Mr. Metzger transferred some of 
his faith in his car to prospective 
buyers through newspaper and mag. 
azine advertising. His car “woulj 
get you there and get you back,” he 
assured wavering prospects in hi 
copy. 

Mr. Metzger was also credited with 
being the daddy of the automobile 
show. In his later career he wag 
identified with Cadillac as sales 
director. 

As an aviation enthusiast, he used 
old automobile promotion method: 
successfully, and organized the first 
aircraft show ever held in this coun 
try, shortly after the war. 


With Agency 18 Years 


Jerome B. Chase, president and 
treasurer of Moss-Chase Company, 
Buffalo, N. Y., who died March 29 at 
the age of 53, had been with that 
agency for 18 years, following its 
merger with the former Newman 
Chase agency in Syracuse. He was 
at one time a member of the faculty 
of Mercersburg, Pa., Academy, and 
was later with Western Electri 
Company, Chicago. } 


Laurance Meads, Partner 
In Blackman Co., Resigni 


Laurance G. Meads, who has i 
a marketing executive with the 
Blackman Company, New York, ~ 
many years, and a partner in thr 
business since 1929, has announce 
his resignation from the company. 

His future plans have not been re 
vealed. 


Pollack With “Liberty” 


J. F. Pollack, formerly manager 0 
the port division, Calumet Stee 
Company, has joined the western ad 
vertising office of Liberty. Mr. Pol 
lack was at one time general sale 
manager Horlick’s Malted Milk Cor 
poration, sales manager of the soa] 
department of Armour & Co., an¢ 
Chicago sales manager for Procter é 
Gamble Company. 


Plans State Redie Bill 


A bill has been introduced into the 
California legislature providing fo 
creation of a radio authority with the 
power to supervise all broadcast§ 
from stations operating for profit. I 
would prevent fraudulent advertisin; 
and the dissemination of false infor 
mation. Station operators would b 
taxed to provide funds for the wor 


Railroads Join Hands 


Chicago & Eastern Illinois Rail 
way, Illinois Central Railroad, the 
Alton Railroad and Wabash Railway 
are cooperating in a newspaper cam 
paign in Chicago, St. Louis and in 
termediate points to announce cc 
ordination of train service by al 
railroads between the two points. 


Starts Kal Products 


Kal Products, Inc., has been of! 
ganized as a subsidiary of Paul J 
Kalman Company, St. Paul, Minn 
to manufacture pharmaceutical prod 
ucts. Advertising has been placet 
with the McCord Company, Minne 
apolis. | 


; 
1 


Enterprise Appoints 


Advertising of Enterprise Mfg 
Company, Akron, O., maker of Pflué 
ger fishing reel, fishing tackle, et 
has been placed with Reincke-Elli 
Younggreen & Finn, Chicago. N 
tional magazines and sports pape 


will be used. 
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Field’s Renews 


Allegiance to 
High Standards 


Chicago, April 13.—Believing that 
manufacturers who have maintained 
their standards during the past few 
years Will henceforth receive a new 
and greater appreciation from their 
retail customers, Marshall Field & 
Co, leading Chicago department 
store, have renewed their efforts to 
secure quality merchandise and to 
reflect this situation in their adver- 
tising. 

Though the store has long been 
known as a staunch advocate of qual- 
ity, executives confess that some 
goods unworthy of the store’s tradi- 
tions have found their way into the 
establishment. 

Buyers have been admonished to 
exercise the greatest vigilance in the 
future and to set quality before any 
other consideration. 

The store’s advertising has re- 
Some 
fine merchandise is being depicted 
without mention of price beyond the 
comment that it is available “at 
whatever price one chooses to pay.” 

G. Ray Schaeffer, advertising man- 
ager of Marshall Field & Co., also 
paid tribute to the Chicago Daily 
News and Chicago Evening American 
for their efforts to foster an apprecia- 
tion of fine merchandise. Each paper 
is running a weekly advertisement, 
occupying a page, and featuring the 
everlasting satisfaction inherent in 
goods made to a standard. 


Izzard Leaves Agency 


to Join Carnation 


A. J. Izzard, president, Izzard Ad- 
vertising Agency, has been appointed 
special representative in charge of 
sales research for the western divi- 
sion of Carnation Company, Alfred 


nounced. The Izzard agency has 
handled the company’s western ad- 
vertising for a number of years. 

Mr. Izzard will maintain his in- 
terest in the agency, but active man- 
agement will be vested in Wm. H. 
vice-president, and H. O. 
Stone, secretary. 


Representative Adds 


Two; Changes Name 


Hamilton-DeLisser, Ine., publish- 
ers’ representative, has changed its 
name to DeLisser, Boyd & Terhune, 
Inc., following admission of Grover 
W. Boyd and Palmer Terhune as 
partners in the business. 

Mr. Boyd comes to the organiza- 
tion from Fred Kimball, Inc., while 
Mr. Terhune has been manager of the 
Chicago office of Hamilton-DeLisser 
for many years. 


Sinclair Extends Test 


As a result of the successful out- 
come of the company’s original test 
of the use of tamper-proof oil con- 
tainers in three middle western 
cities, as reported in the Feb. 11 
issue of ADVERTISING AGE, Sinclair 
Refining Company this week an- 
nounced that the test will be ex- 
— to take in several additional 
cities. 


Battle Creek to E-W 


Radio and newspaper advertising 
of Battle Creek Food Company, Bat- 
tle Creek, Mich., has been placed with 
the Chicago office of Erwin, Wasey & 
Co. The medical advertising con- 
tinues with Harry C. Phibbs Com- 
pany, Chicago. 


Wallboard Appoints 


Advertising of Wallboard Ap- 
pliance Company, Minneapolis, Minn., 
maker of fasteners and joints for 
wallboard, has been placed with 
Kraff Advertising Agency, Minne- 
apolis. 


Sinclair Specialties 
Sinclair Refining Company has an- 
nounced five new specialties, chro- 
mium polish, metal polish, automo- 


mover. 


Mitchell Has New Post 


Harry T. Mitchell, formerly with 
J. Sterling Getchell, Inc., has joined 
Green, Fulton, Cunningham Com- 


Pillsbury Tests Out 

Campaign on Sifter 
Pillsbury Flour Mills Company, 
Minneapolis, Minn., launched a 
newspaper and radio test campaign 
in the Minneapolis territory this 
week on a new sifter package for 
Pillsbury Sno-Sheen cake flour. 
Dollenmayer Advertising Agency, 
Minneapolis, created the sifter, pat- 
ented it, and assigned the patent to 
Pillsbury. 


Suffern Succeeds Kelly 


E. E. Suffern, formerly business 
manager of Chicago Evening Post, 
has been elected temporary secretary 
of Chicago Local, American News- 
paper Publishers Association, suc- 
ceeding Martin V. Kelly, who has 
been named manager of the Pub- 
lishers Association of New York City. 


Ban Special 
Clauses from 


Standard Form 


New York, April 13.— Though the 
American Newspaper Publishers’ As- 
sociation issued a bulletin to mem- 
bers advising them to scan contracts 
carefully for any departure from 
standard conditions which have been 
in effect since 1920, it is generally be- 
lieved that the necessity for this 
scrutiny is less than for some time. 

One advertising agency has been 
stipulating, in placing orders and 
schedules for one client who is in re- 
ceivership, that space will be paid 
for as the agency itself is paid. 

Other agencies seemed to be in- 


fected and began inserting special 
clauses. While not all of these re- 
lated to their responsibility for pay- 
ment, they caused considerable mis- 
understanding. 

Since the responsibility of the ad- 
vertising agency as a principal, 
rather than a mere broker, is the 
foundation stone of the modern ad- 
vertising system, a number of con- 
ferences were held, and most of the 
offending agencies agreed to use the 
standard form without any deviation 
from its provisions. 

Recent developments are regarded 
as a tribute to representatives of 
magazines and newspapers, particu- 
larly the latter. While some orders 
sent direct to publications were filled 
without notice of irregular provi- 
sions, all such routed through repre- 
sentatives were caught immediately. 


Anthracite Coal Men 
Discuss Marketing 

Cooperative merchandising and ad- 
vertising was one of the principal 
topics of discussion at the meeting 
of Anthracite Institute in Atlantic 
City, April 7-9, it was revealed by 
Carol B. Dotson, assistant to the ex- 
ecutive director. 

A marketing and sales organiza- 
tion similar to that of Appalachian 
Coals, Inc., will not be formed, Dot- 
son asserted. The organization now 
represents more than 90 per cent of 
the anthracite industry and expects 
to increase its membership to 100 
per cent in the near future. 


Names Maish 


Advertising of Auglaize Gardens, 
Van Wert, O., has been placed with 
Jay H. Maish Company, Marion, O. 
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WHEN AN ENTIRE CITY 
IS SOLD ON SOMETHING 


pany, Chicago, as account executive. 


Conswer the phenomenon of this: 
one single thing on which more than 
600,000 separate human beings can be 
entirely unanimous. A thing on which 
over 600,000 men and women .. . differ- 
ent in their tastes, their prejudices, hopes 
and wants . . . can be entirely sold. 


Such is The New York Journal. Its read- 
ers read The Journal as no other group 
reads a newspaper. Their unfaltering 
preference for The Journal . . . year in, 
year out... explains their unparalleled 
receptivity to advertising which they see 
in The Journal’s pages. ~ 


New York’s 


BEST READ Evening Newspaper 


NATIONALLY REPRESENTED BY RODNEY E. BOONE ORGANIZATIONS 
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Baby Magazine Launched 


A new publication for mothers of 
babies under twelve months old, in 
which all editorial material will be 
in the form of “baby talking for 
himself,” has been announced by 
Harrison Toler Company, 624 S. 
Michigan Ave., Chicago. The publi- 
cation will be known as Tiny-tot 
Time, and will be represented by 
Fred H. Carpenter & Associates in 
the national field. 


Gibson & Corner Start 


The advertising agency of Gibson 
& Corner has been launched at 1502 
Baltimore Trust Bldg., Baltimore, by 
David Campbell Gibson, who oper- 
ated his own agency in Baltimore for 
eight years, and Henry E. Corner, 
formerly with Van Sant, Dugdale & 
Corner, Inc. 


1-2-3 Biscuit Expands 

Consolidated Mills of Nebraska, 
Omaha, originator of 1-2-3 biscuit 
flour, has expanded its advertising 
effort to cover Iowa. Newspapers in 
Des Moines, Sioux City, Burlington 
and Cedar Rapids are getting the 
bulk of the copy, through Earl Allen 
Company, Omaha, the agency. 


Henderson in New Job 

A. W. Henderson has been placed 
in charge of sales promotion for 
Butler Paper Company, Detroit, suc- 
ceeding R. G. Whale, who has joined 
Nekoosa-Edwards Paper Company, 
Port Edwards, Wis. 


ART DIRECTORS’ 
CLUB SHOW OPENS 


New York, April 11.—The winners 
of seven bronze medals and six honor- 
able mentions in the twelfth annual 
exhibition of the Art Directors Club, 
which opened today at the Art Cen- 
ter, were announced yesterday by 
Joseph B. Platt, chairman of the 
exhibition committee. A jury com- 
posed of Henry Schnakenberg, presi- 
dent of the Art Students League, 
Robert Edmond Jones, designer, and 
Philip Johnson, Museum of Modern 
Art, made the selections from the 
exhibition of 169 works. 

In the group made up of paintings 
and drawings in color, a medal was 
awarded to Carl Erickson in the fig- 
ure section for a painting, advertis- 
ing the French Line, for whom N. 
W. Ayers & Son, Inc., are advertis- 
ing agents, and to Alexey Brodovitch 
in the miscellaneous section for a 
drawing used by the New Jersey 
Zinc Sales Company. Honorable 
mention in the same class was 
awarded to Urban Weis for a draw- 
ing used by Fels & Co. in their ad- 
vertising, placed by Young & Rubi- 
cam. 

Howard Trafton 


received the 


| IS. VICE-PRESIDENT 


John C. Cornelius, who has been 

named vice-president in charge of 

the Minneapolis office of Batten, 
Barton, Durstine & Osborn. 


medal in the group devoted to post- 
ers, car cards, magazine covers and 
book jackets, his work being a poster 
for the North German Lloyd steam- 
ship line, placed through Smith, 
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point of sale 


must be permanent 


"THousanps of Ing-Rich 
Porcelain Enamel Signs are tell- 
ing consumers everyday where 
to buy the nationally advertised 
products they read about or hear 
featured over the radio. 

Ing-Rich Signs are always dis- 
tinctive ... they can be made 
in practically every color of the 
rainbow, in any design or shape 
you may require. Their original 
beauty is fadeless ... permanent 
...eye-appealing. Neither sun, 
wind nor rain can mar or corrode 
its smooth, glassy surface. 

This is why so many promi- 
nent advertising agencies and 
advertising managers always in- 
corporate Ing-Rich Signs as an 
integral part of their advertising 
plans and recommendations. 


us send you the facts,— 


write for our booklet; ‘‘Fadeless 
Publicity.”’ 


INGRAM-RICHARDSON 
MANUFACTURING COMPANY 
BEAVER FALLS: PENNA. 


Sturgis & Moore, Inc. A poster by 
John Zwinakavitch for Liggett & 
Myers Tobacco Company, placed 
through Newell-Emmett, and a book- 
let cover by Alexey Brodovitch for 
Edward Stern & Co., won honorable 
mention in this group. 


Other Winners 


A drawing for Yardley & Co. by 
J. W. Williamson and placed through 
N. W. Ayer & Son, received the 
medal in black and white illustra- 
tion. Honorable mention was 
awarded to Peter Arno for a draw- 
ing for the New Yorker, with Batten, 
Barton, Durstine & Osborn as agents, 
and to Melisse for a drawing for Van 
Raalte, placed through N. W. Ayer 
& Son. 

Frederic Freeman, with a drawing 
for the Aeolian Company placed 
through the Auxiliary Service, was 
awarded the medal in the group of 
pen and ink drawings, and O. Sog- 
low received honorable mention 
in this group. 

The medal for the best black and 
white photograph in the exhibition 
was given to Anton Bruehl for a 
photograph used by the Cadillac Mo- 
tor Car Company, placed through 
Campbell-Ewald Company. 

In color photography, a medal was 
awarded to Bruehl-Bourges for a pho- 
tograph made for the Carters Ink 
Company, placed through J. Walter 
Thompson Company. The exhibition 
will remain on view to the public 
until May 6. 

Among other well-known artists 
whose work is included in this year’s 
show are Nura, Bobri, Boris Artza- 
basheff. Lester Gaba, Simon Moselsio, 
Edward Steichen, C. B. Fails, Malthe 
Hasselriis, Leslie Saalberg, Rene 
Clarke, Covarrubias, Le Pape, Sigrid 
Grafstrom, Carolyn Edmundson, Dy- 
nevor Rhys and James Thurber. 


Investigation Reveals 
Why People Buy Homes 


People buy homes most often be- 
cause of their advantages for chil- 
dren, 567 answers to a questionnaire 
sent out by L. M. McDermott, pro- 
fessor of advertising, De Paul Uni- 
versity, Chicago, indicate. Other rea- 
sons, in order, included “belief in 
home ownership,” “to get a place of 
our own,” and “gives greater pri- 
vacy.” 

The questionnaire was sent 
heads of Chicago families. 


to 


Macfadden Papers Have 
New Advertising Heads 


Macfadden Publications have an- 
nounced the resignation of Gilbert 
L. Parks as advertising manager of 
the Romance and Detective groups 
and Babies Magazine. 

Richard M. Silvester has been ap- 
pointed advertising manager of the 
Romance group, William E. Terry is 
the new advertising manager of the 
Detective group, and Dorothy K. 
Hurst is advertising manager of 
Babies Magazine. 


Seed deave Reps 


Allen H. Seed, Jr., vice president 
of S. S. Koppe & Co., New York, in- 
ternational publishers’ representa- 
tives, has resigned. Mr. Seed was 
at one time vice-president and secre- 
tary of Jordan Advertising Abroad, 
and before that vice-president and 
general manager of Wm. J. Morton 
Company. 


Has Fair Building 

Owens-Illinois Glass Company, To- 
ledo, O., is building a _ glass-block 
structure at A Century of Progress, 
Chicago, to demonstrate the archi- 
tectural possibilities of this material. 
The building will be 100 feet long 
and 60 feet wide. 


Promote C atten Week 


Cotton-Textile Institute, New York, 
is vigorously promoting the celebra- 
tion of National Cotton Week, May 
15-20. Merchants throughout’ the 
country are expected to cooperate 
with special advertising, displays 
and sales events. 


Retailers in Drive 


Associated Retailers of Omaha, 
Neb., are sponsoring an outdoor cam- 
paign urging immediate purchase of 
necessities. 


Station Changes Name 
Radio station WABZ, New Or- 


leans, has been renamed WBBX. 


—— 


A.N. A. STUDIES 
1933 BUDGETS 


New York, April 13.—Through q 
committee headed by Cliff Knoble 
director of advertising, Chrysler Cop. 
poration, Detroit, the Association of 
National Advertisers has begun q 
new study of 1933 advertising 
budgets of leading advertisers. 

The association made an exhaust. 
ive study in 1931, based on 1929 ang’ 
1930 expenditures. That report has 
become the standard reference, ang 
the association is still receiving re 
quests for it. 

“There has been so great a change 
in conditions since that time,” ey. 
plained Paul B. West, managing 4j- 
rector, “that our directors felt an 
up-to-date survey based on 1932 ex. 
penditures and plans for 1933 would 
be peculiarly helpful.” 

Questionnaires are being dis. 
patched to 2,000 manufacturers in 
both the general and_ industrial 
fields. The results will be given in 
toto and then broken down by in. 
dustries. 

The first division covers expendi 
tures by mediums, including publica- 
tions, dealer helps, premiums, sam- 
ples, store and window display, 
house organs, conventions and ex- 
hibits, and sales and service litera 
ture. 

The second deals with production 
costs, including art work, engraving, 
mats, and electros. The third covers 
administrative expenses, including 
overhead, salaries, rent, traveling 
expenses and other costs of main 
taining an advertising department. 


Hoole to Leave Chilton 


John T. Hoole, who has been west: 
ern manager of the Chilton Com 
pany, with offices in Chicago, has 
resigned, effective May 1. Mr. Hoole- 
has been connected with the Chilton 


yg 
organization in the West for thirteen§) oonten 


years, much of his time having been? 
spent on Automotive Industries. He) 
has not announced his future plans.) 


Suburb in Drive 


for Fair Visitors 


The Chamber of Commerce of 
Evanston, Ill., Chicago suburb, is 
launching a national campaign to- 
promote the city as the suburban 
host to visitors to A Century of 
Progress. 

James T. Kolbert & Co., Chicago, 
is in charge. 


Mrs. Kane Resigns 


Porter Elizabeth Kane, manager of 
advertising and public relations for 
the Morris Plan Company of New 
York since 1923, and well known in 
women’s and financial advertising 
circles, has resigned. Mrs. Kane and 
her husband are moving to Califor- 
nia. 
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Visscher Leaves Agency ‘Use 


Clarence B. Visscher, formerly | 
production manager of Campbell-| 
Ewald Company, Detroit, has joined 


The 


Morneau Expressive Typography, De-} factur 
troit, whose offices have been moved Assoc 


to Bonstelle Studio Bldg. 


Start New York Agency 


Irwin Engelmore, art director and 


which 
Chica, 

The 
to pre 


‘ing s 


recently with Engelmore and Helfat, ing t 
and Robert M. Marks, advertising Produ 


counselor, have organized Engelmore- 
Marks, a new agency, at 485 Fifth 
Ave., New York. 


Animated Appoints 


Inc., Detroit, has appointed W. J 


is sec 


St 


Cen 


) Elect: 
Animated Advertising Displays, by th 


‘ is avi 


Smith Company, Louisville, Ky., a8 of po 
representative for Kentucky, south: tey ¢, 


ern Indiana and Tennessee. 


Gets Seinsheimer 


4 
| 
: 


Advertising of Seinsheimer Paper 


Company, Cincinnati, O., maker of - 
Clopay window shades, Sanitex moth-— 


proof bags, 
bags, and other paper products, has 
been placed with the Chicago office of 
Ruthrauff & Ryan, Inc. 


Clipping Service Moves 

Burrelle’s Clipping Bureau, New 
York, will occupy new quarters in 
the New York World Telegram build- 


ing May 1. 
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FA. A. LIFTS 
VOICE AGAINST 
FINANCIAL BILL 


Bankers Also Tell of Flaws 
in Measure 


Chicago, April 13.—Though its 
voice was but one of several raised 
in objection, Financial Advertisers 
Association announced today the 
pasis for its opposition to the fed- 
eral securities bill now pending be- 
fore both houses of Congress. 

Said Preston E. Reed, executive 
secretary: 

“The inclusion of any clause in the 
securities bill which will hamper the 
widespread advertising of the facts 
concerning issues will obviate the 
entire purpose of the legislation and 
is most unwise.” 

According to the interpretation of 
- the Investment Bankers’ Association, 

no newspaper or magazine would be 
able, under the present wording of 
the bill, to publish advertisements 
of securities offered for sale without 
severe penalties if the publication 
goes into states where the securities 
have not been qualified under state 
blue sky laws. 

This would virtually eliminate ad- 
vertising of this kind from many 
publications, since no publisher could 

' satisfy himself that he had filled 
every requirement in the tortuous 


' chain. 


The association also alleges that 
Section 9 of the bill is unreasonable, 
requiring directors and officers of all 
corporations which expect to issue 
any securities to put their individual 
guarantees behind them. 

This provision, the organization 


irteen#) contends, will drive men of respon- 


> 


plans, 


een # sibility 
ey jeopardizing their personal fortunes, 


out of directorships _ by 
since liability is both joint and sev: 
eral. This means that the entire 


fortune of a wealthy director might 


itors” be confiscated if his colleagues were 
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unable to meet penalties. 

The bill would confer wide dis- 
-cretionary powers on the Federal 
Trade Commission, in some _ in- 
stances without any prescribed 
standard by which to measure the 
exercise of such powers. 

The Investment Bankers’ Associa- 
tion, with others, points out that the 
bill has no counterpart in any other 
country. Its representatives hope to 
persuade congressmen that many of 
its drastic provisions can be elim- 
inated without sacrifice of the prin- 
ciple that the public is entitled to 
full information about issues of all 
kinds. 


| Users of Premiums 
to Meet in Chicago 


The annual convention of Manu- 
)facturers Merchandise Advertising 
' Association, composed of companies 
which use premiums, will be held in 
Chicago, May 15-19. 

| The relation of display advertising 
to premiums will be one of the lead- 
ing subjects for discussion, accord- 
‘ing to H. W. Dunk, Nestle’s Food 
Products Company, New York, who 
is secretary of the association. 


Studies Electrical Trade 


Census of Distribution—Wholesale 
Electrical Trade, has just been issued 
by the Department of Commerce, and 


‘ is available from the Superintendent 


of Documents, Washington, D. C., for 
‘ten cents. The booklet gives a com- 
plete picture of the distribution, sale, 
‘aa operating expenses of the indus- 
try. 


_ Toronto Agency Changes 
| Edward W. Reynolds & Co., To- 
ronto agency, has incorporated as 
E. W. Reynolds & Co., Ltd. Walter 
Dandie has joined the agency as 
vice-president and director. 


“Nature” Appoints 
Nature Magazine, Washington. 
D. C., has appointed Hallett E. Cole 


Company as Pacific coast represen- 
tative. 


Crowell Cuts 
Rates on Four 
Publications 


New York, April 11.—Crowell Pub- 
lishing Company has announced re- 
ductions in the advertising rates and 
circulation guarantees of Woman’s 
Home Companion, American Maga- 
zine, Collier’s, and The Country 
Home. The reductions are effective 
with the July, 1933, issues of the first 
two publications, with the May 13 
issue of Collier’s and the June issue 
of The Country Home. 

The Woman’s Home Companion 
page rate will be reduced from $8,550 
to $7,700, the line rate from $13.50 
to $12, and the circulation guarantee 
from 2,500,000 to 2,250,000. The page 
rate for American Magazine will be 
cut from $4,500 to $4,000, the line 
rate from $11 to $10, and the circula- 
tion guarantee from 1,800,000 to 
1,650,000. 

The Collier's page rate will drop 
from $5,200 to $5,000, the line rate 
from $8 to $7.75, and the circulation 
guarantee from 2,000,000 to 1,950,000; 
Country Home page rate will be cut 
from $2,700 to $2,500, the line rate 
trom $6.30 to $6, and the circulation 
guarantee from 1,400,000 to 1,300,000. 

In announcing the new scales, 
Frank Braucher, advertising direc- 
tor, said: 

“While circulation on each of our 
publications is exceeding the old 
rate basis, we consider it better pub- 
lishing practice to adjust ourselves 
to country-wide conditions in this 
manner than to adopt methods which 
might endanger the present quality 
of Crowell circulations or lower the 
standards of obtaining them. 

“Although the rate basis for each 
publication will be lowered also, we 
expect to deliver considerably more 
circulation per dollar at these new 
rates than on the old—effecting a 
real rate reduction.” 


Edlund Moves Against 
Federal Competition 


In line with the federal adminis- 
tration’s new policy of eliminating 
needless governmental activities, Ros- 
coe C. Edlund, president of the Amer- 
ican Trade Association Executives, 
New York, has called on members to 
cooperate. 

He has suggested that members 
advise the Secretary of Commerce 
specifically of the activities of com- 
peting federal agencies and give the 
reasons why they should be elim- 
inated. 


New Yohte Tax 
Sales of Periodicals 


The new retail sales tax of 1 per 
cent in New York will apply to retail 
sales of periodicals, but not to whole- 
sale sales to distributors or the sale 
of advertising space, according to 
the state tax commission. 

The sales tax is imposed only on 
establishments doing an annual busi- 
ness in excess of $5,000. 


Jewish Daily to 
Publish Sundays 


The Jewish Daily Bulletin, New 
York, has begun publication of a tab- 
loid Sunday edition of eight to 
twelve pages. 

Irwin Zlowe, formerly connected 
with the Fairchild publications, is 
business manager of the new edition. 
Harry Salpeter is editor. 


Plan Advertising Day 

Officials of A Century of Progress, 
Chicago, are planning to set aside a 
day to be known as Advertising Day. 
The day will be sponsored by Adver- 
tising Federation of America, and 
will probably be observed June 30, 
immediately after the close of the 
A. F. A. convention in Grand Rapids, 
Mich. 


Alfred W. Norek Dead 


Alfred W. Norek, lawyer and presi- 
dent of American-Jewish Publishing 
Corporation, New York, publisher of 
the Jewish daily, The Day, died sud- 
denly April 9. 


Organize B. B. B. 


New Orleans Better Business Bu- 
reau has been organized with offices 
in the Balter Bldg. E. Davis Mc- 
Cutchon is secretary-manager. 


Three Specialists 
Join Reese Staff 


Thomas H. Reese & Co., New York, 
have added Mildred Zeller to the copy 
staff and Jere H. Whitehead to the 
art department. Robert J. Calvin 
has been placed in charge of outdoor 
advertising. 

Miss Zeller was formerly a radio 
script writer with Calkins & Hol- 
den, Mr. Whitehead came from the 
art department of Kenyon & Eck- 
hardt, and Mr. Calvin was formerly 
with the General Outdoor Advertis- 
ing Company. 


Rumrill Heads Tyson 


Branch in Rochester 


Tyson-Rumrill, Associated, Roches- 
ter, N. Y., a branch of O. S. Tyson 
and Co. New York advertising 
agency, has opened offices at 41 
Chestnut St. 

C. L. Rumrill, in charge of the 
new branch, has been elected a vice- 
president. 


Women Give Bridge 


“A Century of Progress” bridge 
party and concert will be given April 
20, in the alumnae room of the Aller- 
ton Hotel, by the Matrix Club, Chi- 
cago organization of professional 
women writers, to aid in raising 
funds for the entertainment of 
women journalists attending the 
world’s fair. 


2-Cent Local 
Mail Rate Is 
Farley’s Plan 


Washington, D. C., April 13.—A 
strong possibility that first class 
postage rates for local and suburban 
delivery will be reduced to two cents, 
with interdistrict rates remaining on 
the present three-cent basis, is seen 
here, following admission of Post- 
master-General James A. Farley that 
he has submitted such a recommen- 
dation to President Roosevelt. 

Under the plan, first class mail 
matter posted in one city or village, 
for delivery within the same post- 
office district, would require only two 
cents. In cities “the same postoffice 
district” means within the city or 
its suburban communities, while in 
villages the two-cent rate would 
also cover rural deliveries made 
from the village postoffice. 

It is understood that the new pro- 
posal is aimed at increasing the flow 
of intracity mail, which has declined 
sharply since the rate has been in- 
creased. 

Mr. Farley admitted that he had 
acted after receiving opinions that 
the volume of mail would be so 
greatly increased under the lower 


rate that the department would se- 
cure greater revenues, and he also 
asserted that some persons have in- 
sisted that a general reduction of 
the first class rate to two cents 
throughout the country would still 
further increase postal revenues. 


Drives Are Planned on 
Home Coffee Roasters 
Several large manufacturers of 


electrical appliances believe the em- 
phasis recent advertising has placed 
on the superior flavor and healthful- 
ness of freshly roasted coffee has 
cpened a market for small electric- 
ally operated coffee roasters for 
home use. 

Campaigns are being planned on 
roasters to be sold in conjunction 
with grinders and percolators, which 
will retail around $16 for the three 
pieces. 


Record Retail Program 


Distributing rights by electrical 
transcription for “The Bridge Club 
of the Air,” radio program developed 
by Mandel Bros., Chicago department 
store, have been given to Scott Howe 
Bowen, Chicago. 


Schoenhofen Appoints 


Advertising of Schoenhofen Com- 
pany, Chicago, maker of Edelweiss 
beer, has been placed with Western 
Advertising Agency, Chicago. 


MERCHANDISE ON DISPLAY 
© SELLS ITSELF 


@ The above photograph shows a typical installation of a Bar-Mor Display Cabinet 
in the lobby of one of the country’s leading hotels. 


@ Left—One of individual compartments when the 


interior is illuminated. 


@ Right—Same compartment when lights are off. 


ACCOUNT EXECUTIVES and 
Advertising Managers look- 
ing for a dignified and sales pro- 
ducing medium that will permit 
the display of actual merchandise 
away from the“‘point of sale;’there 
is now available a new medium 
knownasthe Bar-Mor Illuminated 
Display Cabinet. These cabinets 
offer a type of circulation not 
obtainable to the National adver- 
tiser through any other medium. 
+ Franchises, now held by The 
Bar-Mor Corporation, permit Bar- 
Mor Display Cabinets to be placed 
in all of the leading Greyhound 
Bus Terminals, prominent Hotels 
and Railroad Terminals through- 
out the country. The circulation 
thus obtained reaches millions of 
people, who, while at these points 
of contact, are in a highly recep- 
tive mood and most susceptible 
to suggestion. In addition to 
the display of actual merchandise, 
automatically operated lantern 
slides, specially processed posters 
and transparent decalcomanias are 
displayed. ¢ ¢ The compartments 
and spaces, equipped with trans- 
parent mirrors, flashing on and 
off at timed intervals, present an 
unusual effect and hold the at- 
tention of the public for several 
minutes. « « The Bar-Mor Cor- 
poration, 1022 Leader Building, 
Cleveland,O.—I would like more 
detailed information regarding 
Bar-Mor Display CABINETS 
as introduced in the April 15 
issue of ‘‘Advertising Age.” 


NOR i SI, : 
* MERCHANOISE ON DISPLAY SELLS ITSELF 


Cleveland, Ohio. | 
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Tradepress Moves 


Tradepress Publishing Company, 
Chicago, which has occupied quar- 
ters at 542 S. Dearborn St. for 17 
years, will move to 330 S. Wells St. 
April 25. 


IN THE 
PALM 
OF YOUR 
HAND 


Today... 
as for the past 3 
years KSTP leads 
all Minnesota sta- 
tions combined for 
concentrated cov- 
erage and listener 
preference... 
proved by today’s 


results in the... 


"U.S. RETAIL 


ADVERTISING 1S 
HELD VITAL 10 
WORLD'S FAIR 


“Advertising Age” Editorial 
Wins Approval 


Chicago, April 138.— The view ex- 
pressed editorially by ADVERTISING 
AGE that A Century of Progress, 
which opens in Chicago June 1, is 
not likely to be an outstanding suc- 
cess unless paid advertising is uti- 
lized to stimulate attendance, in- 
spired a flood of rejoinders by adver- 
tising men. 

“The difference between advertis- 
ing and not advertising,” said this 
paper editorially, “may easily be the 
difference between having a tremend- 
ous success, which will enthuse the 
entire nation, and a mediocre event, 
part of whose glories may be dimmed 
by a disappointing degree of partici- 
pation by the people of the United 
States.” 

Many advertising men expressed 
hearty sympathy with this view, 
while some others held that A Cen- 
tury of Progress will win a surpris- 
ing attendance, at least from the 
rural districts, without advertising. 

One expert condemned the fair’s 
policy of throwing the promotion 
burden entirely upon exhibitors, who 
have been asked to devote part of 
their own advertising space to the 
fair. Another deplored the loss of a 
golden opportunity to make history 
through adequate advertising support 
for the fair. 

Is Optimistic 


A third, the advertising manager 
for a railroad, pointed out in rebuttal 
that advertising men generally fail 
to understand the psychology of 
small-town dwellers. 

“These folk are always ‘rarin’ to 
go,’” he commented. “They look for 
excuses to visit Chicago or any other 
large city, and they will need no 
urging to present themselves at A 
Century of Progress at the proper 
time. 

“I predict that the Fair will be a 
sensational success, with or without 
advertising.” 

An exactly opposite view was ex- 
pressed by the advertising and sales 
manager of a large manufacturer of 
household appliances, who recently 
launched a sales contest in which 
the capital prizes were to be free 
trips to the World’s Fair for dealers’ 
salesmen. 

“From many parts of the country,” 
he explained, “comes the tidings that 
dealers and their salesmen have 
heard little or nothing about the 
Century of Progress. In other words, 
our major prizes fail to appeal to 
them because the story of the fair 
and its wonders has not been prop- 
erly presented to them. 

“Possibly it will be necessary for 
us to change the nature of the awards 
and leave the Century of Progress 
out of the picture in order to stimu- 
late the salesmen to action.” 

Another advertiser expressed fear 
that the Century of Progress would 
eventually be forced to advertise, but 
perhaps too late to retrieve its error 
of omission. 

“It seems to me the height of folly 
to commit the important task of 
winning crowds to the vagaries of 
the press agent,” he said. “The rea- 
sons advanced for not advertising ap- 
pear somewhat puerile. 

“Chief of these, I understand, is 
the fear that mediums omitted from 
schedules will grow actively hostile, 
instead of merely lukewarm, as at 
present. If this policy had prevailed 
throughout the country for the last 
couple of generations, America would 
still be traveling in covered wagons. 

“T am even less prepossessed by 
the Fair’s request that exhibitors 
first spend large sums of money to 
show their products, and _ then 
equally large sums to insure some- 
one to look at the exhibits. 

“The fair has a definite responsi- 
bility to exhibitors and failure to 


NEW IDEA IN PREMIUMS INTRODUCED 


The old familiar "lighthouse," consisting of a cardboard box with a 

candle inside, has been produced commercially by a patented 

process, and is now being offered as an advertising premium by 

Carnes-Dawson Company, Evansville, Ind. Through the use of four- 

color process printing on semi-transparent paper, a miniature illu- 
minated billboard effect is obtained. 


capitalize every means of reaching 
the country strikes me as being noth- 
ing short of a gamble.” 

Other exhibitors said that they 
would be highly pleased if the fair 
were to adopt an aggressive adver- 
tising policy, but that they would 
not embarrass the management by 
pressing this view. 


Much to Be Done 


New York, April 13.—Officials of 
local companies which will exhibit 
at Chicago’s Century of Progress 
Exposition opening June 1 have 
agreed with ADVERTISING AGE’s edi- 
torial of April 8 that it will be im- 
possible to get satisfactory attend- 
ance without advertising, 

Drawing an analogy between the 
forthcoming exposition and the 
Philadelphia exposition in 1926, 
many went so far as to say that ad- 
vertising would be the determining 
factor between success and failure of 
the big Chicago show. The Philadel- 
phia exposition was not advertised 
and passed into history as the most 
conspicuous failure of the kind. 

Some of the exhibitors admitted 
frankly that they had incurred the 
responsibility of seeing that the 
event was properly advertised and 
sold when they arranged for ex- 
hibits, and that they would be com- 
pelled by the necessity for fully 
realizing on their investment to con- 
tribute to a general fund for attend- 
ance promotion, once a satisfactory 
plan was set up. 


Charge Negligence 


Reserving decision on this point, 
the others showed no hesitancy in 
charging the exposition management 
and the exposition city with negli- 
gence for not having made provision 
for advertising before now. 

There is widespread disagreement 
with the editorial’s statement that 
the publicity released to date has 
been well received. It has not suc- 
ceeded in making the fair a common 
topic of conversation outside of Chi- 
cago, to say nothing of creating a 
desire to attend, it was said. 

“The fair is primarily a Chicago 
undertaking, and it is asking a lit- 
tle too much to expect newspaper 
editors in other cities to do much 
to direct vacation travelers away 
from their own localities,” said a 
prominent advertising manager. 
“Furthermore, the use of the pub- 
licity is gauged to the degree of pub- 
lic interest, and but little interest 
exists as yet outside of Chicago. 

“The publicity plan employed by 
the fair may be likened to putting 
the cart before the horse, the horse 
in this instance being the advertis- 
ing which should have preceded or 
accompanied the publicity. Now we 
need a horse, and a fast one, if 
the opportunity is to be overtaken.” 

Others said they had already ob- 
served the tendency to discount the 
importance of the exposition because 
so little had been heard of it. They 


called attention to unfavorable fac- 
tors with which other expositions 
had not had to contend, and also 
pointed out that, as_ participants 
would feature their exhibits in June 
magazine advertisements, a distorted 
and limited conception of the fair 
would be forced on the public if 
more complete information was not 
given out about the time these issues 
appear. 

The vice-president in charge of ad- 
vertising of one of the country’s 
largest food advertisers, after asking 
what had happened to Chicago’s 
“I Will” spirit, suggested that the 
Chicago Advertising Council assume 
the responsibility of preparing and 
selling a suitable campaign. 

“The Council directors should im- 
mediately appoint a committee com- 
posed of the best talent in the mem- 
bership,” he said. ‘Marketing, copy 
and media specialists should be 
strongly represented in the person- 
nel. 

“After a quick but thorough study, 
the committee should prepare a com- 
plete campaign, right down to fin- 
ished copy, media schedules and es- 
timates. If the exposition manage- 
ment is unable, or unwilling, to as- 
sume the entire cost, the Council 
as a whole should undertake to sell 
the campaign to Chicago business 
men, some of whom can remember 
how they profited from the success- 
ful fair in ’93. 

“If the campaign cannot’ be 
financed completely with funds from 
these two sources, exhibitors should 
be solicited to make up the balance. 
We, for one, did not foresee that 
our assistance in this way would be 
needed, however, having made our 
investment in a Chicago exhibit in 
the belief that Chicagoans knew 
what would be necessary and were 
prepared to do it.” 


Detroiters Urge Copy | 


Detroit, Mich., April 13.— Detroit 
firms who have scheduled exhibitions 
at the Century of Progress Exposi- 
tion expressed themselves this week 
as preponderately in favor of the ex- 
position launching an aggressive ad- 
vertising drive for attendance. 

Referring to the ADVERTISING AGE 
editorial, “The Chicago World’s Fair 
Should Be Advertised,” Cliff Knoble, 
advertising manager, Chrysler Cor- 
poration, declared: 

“I think you are exactly right. You 
have hit the nail on the head. We 
have been asked to spend our money 
to promote the fair. That is the duty 
of the exposition itself. We, as an 
organization, are interested primarily 
in promoting our own exhibit, and 
we are spending money for that pur- 
pose. If exposition officials believe 
in our spending money for promo- 
tion, they should consistently hold 
the same view for themselves.” 

Not one of the Detroit exhibitors, 
many of whom will have special 
buildings at the fair, endorsed the 
fair’s present “no advertising” policy. 


—es 


Pittsburgh Club Holds 
Advertising Exhibit 

The Pittsburgh Advertising Clup 
will hold its 1933 advertising exhibit, 
to be known as “1933 Prosperity 
Parade,” in the William Penn Hotel, 
May 16-19, where advertising ang 
merchandise exhibits of manufactur. 
ers in and around Pittsburgh will be 
on display. 

The unique idea of having both 
the advertising and the product ad. 
vertised on display has been adopteq © 
as a means of presenting a clearer 
picture of the relation between prod. 
uct and sales. . 

The practice of awarding prize 
certificates for advertising shown at 
the exhibit, which has been followed | 
in past years, has been abandoned 
for the 1933 show. 


Judson Placed in Charge 


of Sears’ Merchandising 


Frank M. Judson, formerly district 
manager for Sears, Roebuck & Co. at 
Wilkes-Barre, Pa., has been appointed © 
retail merchandise manager for the 
company, with offices at Chicago © 
headquarters. Joseph Givner, for : 
three years general retail sales man- 
ager, will move to New York. | 

E. P. Brooks, who has been man. — 
ager of the Sears Wisconsin retail 
district, has resigned to become an 
assistant to the commercial vice 
president of United States Steel 
Corporation. He will be succeeded 
by M. E. Carlson, manager of Becker- 
Ryan department store, Chicago, 
Sears affiliate. 


Thompson to Edwards 


Herbert F. Thompson, formerly 
with Marsline Moore Advertising 
Agency, Ft. Worth, Tex., and at one 
time regional advertising manager 
for Montgomery Ward & Co., has 
joined Edwards Advertising Agency, 
Dallas. 


Three Join Plumer 


Carl Setterberg, Jerry Schreiner 
and Jens Eriksen have joined the 
staff of Fred Plumer & Associates, 
art organization, which has recently 
moved to new quarters at 360 N, 
Michigan Ave., Chicago. 


Ce ee 
Asked for— 


Two years ago POWER compiled 
and published the first complete 
listing of current research projects 
in the power field. Dozens of 
manufacturers, engineers, operators, 
here and abroad, wrote in appreci- 
ation, said “valuable,” “useful,” 
asked for future research numbers. 
Next month POWER will present 
the second 


CURRENT 
RESEARCH 
NUMBER 


Even more valuable than the first— 
a continuation and extension of the 
work started in 1931. Reports on} 
more than 600 projects of direct in- 
terest to power men. Details of | 
where, by whom, progress, results. 
Nowhere else available in a single 
publication. 


} 


ae Aa, ~<A 


In addition, at least a dozen prac- 
tical articles on operation and 
maintenance—every-day, bread-and- 
butter interests. Plus the usual de 
partments. 


More than 22,000 power men are 
looking forward to this issue. 
POWER—A McGraw-Hill Publica 
tion—330 W. 42nd St., New York. 


Forms close April 28 
Color, April 24 


POWER 
for May 
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=| Advertising Age Believes in 
q Advertising Agencies 


sng We believe in advertising agencies as a necessary factor in the 
a creation of advertising and its maintenance on a profitable basis. 

a We believe in advertising agencies and therefore recognize them 
rea | through the payment of a15 per cent agency commission on all business placed. 
Sis We welcome the co-operation of agencies in the development of 
loan | business for ADVERTISING AGE, the National Newspaper of Adver- 
te tising, and are glad to work with them in the interests of their clients. 
ae Among the agencies with which it has been our privilege to work 
fe, during the past year are N. W. Ayer & Son; Batten, Barton, Durstine & 
; Osborn, Inc.; Blackman Company; Brooke, Smith & French, Inc.; the 
‘i Glen Buck Company; Brown Advertising Agency, Inc.; Campbell-Ewald 
a Company; Calkins & Holden; David, Inc.; Dorrance, Kenyon & Co.; 
oa Donahue & Coe, Inc.; Erwin, Wasey & Co.; Wm. Estey & Co.; Albert 


Frank-Guenther Law, Inc.; Fischler Farnsworth & Co.; Fuller & Smith & 
Ross, Inc.; Gerber & Crossley, Inc.; Gardner Advertising Company; Geyer 


oa Company; H. C. Goodwin, Inc.; Greenleaf Company; J. R. Hamilton 
ol Advertising Agency; Ingalls Advertising; Johnson, Read & Co.; Lake- 
cl Dunham-Spiro-Cohn, Inc.; Livermore & Knight Company; Lord & Thomas; 
mite Earle Ludgin, Inc.; J. H. Muller & Co.; A. McKim, Ltd.; McCann- 
r Erickson, Inc.; J. C. Menkin Company; Mitchell Advertising Agency ; 


Homer McKee, Inc.; Needham & Grohmann; Newell-Emmett Company; 


' | Procter & Collier Company; Reincke-Ellis-Younggreen & Finn; Roche, 
tte | Williams & Cunnyngham; Ruthrauff & Ryan, Inc.; R. H. Sinclair, Inc.; 
as at Sweeney & James Company; Small, Kleppner & Seiffer, Inc.; J. Walter 
ps Thompson Company; Tyler Kay Company; Walker & Downing, Inc.; 
a H. D. Wyly, Inc.; Weston-Barnett, Inc.; John D. Williams & Co. 


= Advertising Age 


THE NATIONAL NEWSPAPER OF ADVERTISING 
HR Published at 330 W. Forty-Second St. 
537 So. Dearborn St., Chicago New York 
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Tarr Is Copy Chief 


Cedric W. Tarr, for the past three 
years connected with the Los An- 
geles office of Lord & Thomas, has 
joined the Los Angeles office of 
Hanff-Metzger as copy chief. 


“Review” Now Monthly 


Dun and Bradstreet Weekly Re- 
view, New York, is now being issued 
monthly, and the name has been 
changed to Dun and _ Bradstreet 
Monthly Review. 


Ferguson Transferred 


Charles H. Ferguson has _ been 
transferred from the Chicago office 
of Erwin, Wasey & Co. to the Minne- 
apolis office, where he will serve as 
an account executive. 


Names Sun Agency 


King Seeley Corporation, Ann Ar- 
bor, Mich., maker of K-S Telegage, 
has placed its account with Sun Ad- 
vertising Company, Toledo, O. Trade 
papers and direct mail will be used. 


as cm DIRECT TO oe ie. 
THE HOME 

Where buying decisions are made— 

That's where some of your advertising appro- 


priation should be in 1933— 
Let's talk it over. 


ADVERTISING CARRIERS 
20 EAST 8'' ST. CHICAGO 


stl 


Never Before Published! 
Sales Manager's Map and Market Guide 


Showing Residential and Commercial Centers 
Of Over 300 Communities in the Chicago Region 


Hy 4 ? 
~ 
\ 
v 
} _ THE 
= 5) SALES~ 
me Le ROOM 
a7 ED 
£ = 
= i[ Qe & ? 
: | | 
THIS NEW 10-COLOR MAP WITH MARKET 
GUIDE BOOK SHOWS: Marketing and commer- SPECIAL 
cial centers; communities classified in eight groups wir 
—each distinguished by a color according to class | {,°fy colors 
and population; industrial data, transportation | With Market 
systems; population of communities (arranged by | Guide Book 
divisions and counties); and practical divisions of $ 
the area for planning sales routes and distribution. 0 
YOU CAN USE THIS NEW SUPER MAP FOR: 
Routing salesmen, setting and showing sales quotas, 
planning direct campaigns in selected areas, check- POST- 
ing locations of dealers, plotting outdoor advertising PAID 
showings, planning surveys, keeping permanent 
records of sales results, checking window display 
use; etc. 
Also New Outline Maps of Chicago 
Showing industrial, commercial and residential districts. 
Send check: 
Scale 4-in. Ree cesta 35ea. $4.00 doz. 
Genie Si-tn. co salle... 30 ea. 9:70 dor. pgp hee ond 
Scale 1-in. to mile............ -75ea. 6.60 doz. with order = 


JOS. A. PETERS, Map Publisher 


440 S. Dearborn St., Chicago, IIl. 


wr ©] THE 
=== |] EXECUTIVE 


“Stop at the KNICKERBOCKER 
HOTEL when you arrive in } 
New York City” * & ® »s | 


| het daily 


120 WEST 45th ST. - 


—_— 


Edward B. Bell, Manager 


These friendly recommendations from 
satisfied guests are our best advertise- 
ment. We dosatisfy the most critical as to 
location, value and personalized service. 


Write for booklet and interesting 
guide to New York— FREE, 


HOTEL 


Ui-e 


/ 


KNICKERBOCKER \ «:*}, 


TIMES SQUARE - NEW YORK jf 


SQUARE LEADS 
SCORE TRIUMPH 
FOR EVERSHARP 


Made Vehicle for Presentation 
Of New Formula 


Chicago, April 13.—Combining the 
ingenuity of the engineer with the 
fresh viewpoint of the marketing ex- 
pert, The Wahl Company has re- 
stored the profit to the manufacture 
and sale of leads for mechanical 
pencils. 

Hundreds of thousands of pack- 
ages of the new square leads de- 
veloped by the company have been 
sold in a combination deal which has 
allowed substantial profits to dealers 
and given the new product the stamp 
of success in a remarkably short 
time. 

The new formula for leads was 
perfected as long as two years ago 
and The Wahl Company’s engineer- 
ing department did considerable 
pointing with pride. The advertising 
and sales division, however, felt that 
this achievement must be dramatized 
for marketing purposes. 

Development of the new square 
lead was begun because the lead 
market, during the past few years, 
has been going through a period of 
fierce competition. The growth in 
the use of mechanical pencils has re- 
sulted in many manufacturers com- 
peting for lead business on a price 
basis, according to the company, with 
the inevitable lowering of prices to 
the point where neither manufac- 
turer nor dealer could make a satis- 
factory profit. 

Field investigation played a large 
part in the development of the new 
product. Far from being based on 
guess-work or the desire to present 
its product in a dramatic way, the 
new lead involves scientific prin- 
ciples lying deeper than a mere 
change of shape, Wahl asserts. It 
has been patented and is readily 
identified because each stick has a 
red end. 

The square lead is not really 
square, since the corners are tapered 
off and rounded. Because of its con- 
struction, the points available are 
said to be 70 per cent sharper than 
those of the ordinary round lead. 

The company’s engineers further 
discovered that the new shape made 
it possible to increase the accuracy 
of its size. The manufacturing toler- 
ance for the red top round lead had 
been 4/10,000 of an inch; with the 
square lead it is possible to main- 
tain a tolerance of 2/10,000 of an 
inch. 

Wahl leads had sold for 15 cents a 
package in the past. While the new 
lead was still offered at this price, 
which allowed the dealer a satisfac- 
tory profit, the trading-up process 
was emphasized with a new package 
containing twice as many leads and 
selling for 25 cents. 

This assortment was put up in a 
handsome Bakelite container and an 
attractive display case which showed 
the complete line was developed for 
dealers’ counters. 


Divided Into Phases 


While marketing has frequently 
been compared with warfare, Wahl 
is said to have been one of the first 
to employ strategy which was found 
sound in the World War—that of di- 
viding a battle into phases. 

The first phase in the Wahl cam- 
paign took place last fall, a 50-cent 
pencil and a 25-cent package of leads 
being offered for 39 cents. Advertis- 
ing in Collier’s supported the deal. 

After a vigorous drive on this 
basis, the company canceled the deal 
to take stock of results and consoli- 
date for a second and more im- 
petuous push. A 50-cent pencil, a 
15cent box of leads and 10 cents 
worth of extra erasers were offered 
for 39 cents. 

Extra artillery was brought up in 
the form of advertising in The 
American Weekly and The Saturday 
Evening Post, with localized support 


in the St. Louis Post-Dispatch, Cleve- 
land Plain Dealer, Philadelphia In- 
quirer and Minneapolis Tribune, 

Another effective bit of ammuni- 
tion was a booklet issued by the 
Western Company, noted manufac- 
turer of Dr. West’s Tooth Brush, de- 
scribing its “Adda-Dime Merchan- 
dising Campaign for 1933.” 


Reprints Booklet 


This booklet, proving that a re- 
tailer could double his profit merely 
by adding ten cents to the average 


ee ee 


Attractive display case which has 


done much to aid the sale of Wahl 
square leads. 


purchase of 30 cents, was reprinted 
by The Wahl Company almost with- 
out change, except a line on the front 
cover and this appended comment: 

“Thousands of dealers are adding 
a dime and bringing customers into 
their stores with the new Q-39 Deal. 

“This new deal has proved that it 
will bring new customers into your 
store and that it is also the kind of 
item that you can suggest to every 
customer.” 

The second and last phase of the 
campaign has not yet ended, but it 
is evident that The Wahl Company 
has reached all objectives and will 
enjoy a prosperous 1933 lead busi- 
ness. 

The advertising is handled by Bat- 
ten, Barton, Durstine & Osborn. 


CENTURY OFFERS 
PAINLESS HEAT 


Cedar Rapids, Ia., April 13.—An 
attractive bride, dressed for a party, 
but throwing a few shovels of coal 
in the furnace before departing, is 
one of the bizarre illustrations used 
by Century Engineering Corpora- 
tion in a spring direct mail cam- 
paign for oil burners. 

The series, localized for each 
dealer, will also appear in newspa- 
pers. One direct mail piece is be 
ing dispatched every ten days. Illus- 
trations were posed by Underwood 
& Underwood. 

The campaign is based on copy 
appeals which have proved effective 
in previous campaigns. The list has 
been made up by each Century 
dealer for his own community. The 
campaign will run simultaneously in 
600 metropolitan areas. 

The unwilling bride has her coun- 
terpart in the third piece, which de- 
picts the discomfort of the man who 
must shovel coal while dressed in 
a ‘‘uxedo. 

The last in the series of four is 
designed to evoke an immediate re- 
sponse, a business return card being 
enclosed for a free estimate by the 
local dealer. 

Cole’s, Inc., Des Moines, 
agency in charge. 


is the 


Features Drip Coffee 


A Schilling & Co., San Francisco, 
is featuring a combination deal of a 
drip coffee pot and a pound of coffee 
in newspaper and outdoor copy in 
the west. M. E. Harlan Advertising 
Agency, San Francisco, is in charge. 


Stations Affiliate 


The San Francisco Call-Bulletin 
this week became affiliated with ra- 
dio station KPO, new 50,000-watt 
NEC key station, and San Francisco 
Examiner has affiliated with KFRC, 
the Don Lee-Columbia local outlet. 


May With Chamber 


Walter W. R. May has resigned as 
associate editor of Morning Oregon- 
ian, Portland, to become manager of 
the Portland Chamber of Commerce. 


—_—_—— 
——— 


Insurance Men | 
Hold Week for 


Conservation 


New York, April 13.—The aggreg. 
siveness which has built life ingyp. 
ance to its present tremendous size 
will again be exemplified next week 
when life underwriters will celebrate ( 
“Financial Independence Through the B 
Life Insurance.” plaint 

Though there were some dissent. } gorm t 
ing voices from those who regarded may 4] 
the present as a good time in which § for a 
to try to make new converts, the rules 
National Association of Life Under § agrees 
writers decided that there was no 
reason to delay the observance. Bure: 

Accordingly local affiliates through. if ¢ 
out the country were instructed to) plaint 
go ahead with plans. The national > advert 
promotion will take the form of daily © cordin: 
broadcasts over both chains. A large } will re 
number of small posters will also be § don th« 
provided for local consumption. te be i 

Otherwise, advertising is being} accepts 
handled by local associations, most tion, t 
of which will use newspapers to ap-§the con 
prise the public that policy-seekers § clusion 
are on their trail. In some cities, } satisfie 
gigantic breakfast meetings will be }apply | 
held at 8 o’clock Monday morning, }a heat 
April 17, where participants will hear rules ¢ 
inspirational addresses before taking | hearin 
up the chase. If 
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Moves Editorial Office 


Editorial offices of Trunks and 
Leather Goods have been moved from 
Chicago to 250 Fifth Ave., New York, 
where the publication’s advertising 
offices are located. 


Unusual Possibilities 
by 
Photo Litho Offset 


Reproductions 


BLACK or COLORS 
NO CUTS NO ENGRAVING 


Any Quantity 
One Hundred to Millions 
Photo Litho Offset 


Process Color 


Litho Gravure Work 
Illustrated Sheets Folders 
Pamphlets Catalogues 
Posters Displays 


Get Acquainted 
Write immediately for any desired in- #i 
formation or send rough sketch or 
Dummy for our Quotation. Mail Or 
ders Receive Prompt Attention. 


PHOTO LITHO SERVICE, Inc. 


145 Hudson Street New York City 
Walker 5 3381-2-3 


-Color Ben Day Process 
Printing on Newsprint; 
Your Plates or Ours 
Shopping News— Cleveland, O. fh 


Fa, aaitias ae 
'VE FOUND 
THE BEST 


ermine 
uch ji 


HOTEL VALUE #mance 
I. Rul 


IN NEW YORK 
CITY 


Just think ...a mod- 
ern, new hotel, in the 
heart of New York— 

200 feet from Broad- 
way on 45th Street. 
A room and bath for one, 


ccorda 
$2.50; for two, $3.50. 
, 3. An 
# \ It's the ubmit 
Q andum 


PICCADILLY 


45th STREET end BROADWAY @ NEW YORK 
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REVIEW GROUP 
ANNOUNCES ITS 


sur 

Size 

veek 

rate (Continued from Page 1) 

ugh } the Bureau decides that the com- 
plaint is unjustified, it will so in- 

sent } form both parties. The complainant 

rded | may appeal to the Review Committee 

hich § for a hearing, in accordance with the 


the F rules of the committee, if he dis- 
ider- | agrees with the Bureau’s decision. 


. Bureau Makes Recommendations 


If the Bureau decides the com- 
plaint is justified, it will notify the 
advertiser complained against ac- 
cordingly, giving its reasons, and 
will recommend to him that he aban- 
don the statements or practices found 
to be in violation of the code. If he 
accepts the Bureau’s recommenda- 
tion, the investigation is closed and 
the complainant is notified of the con- 
clusion. If the complainant is dis- 
satisfied with the adjustment, he may 
apply to the Review Committee for 
a hearing, in accordance with the 
rules governing the procedure for a 
hearing. 
If the advertiser complained 
against disagrees with the Bureau’s 
findings and declines to accept the 
re Bureau’s recommendations, or if he 
and }simply ignores the investigation, the 
Bureau will invite him to make ap- 
Iplication to appear before the Re- 
view Committee for a hearing and 
Jan opinion as to whether the com- 


ugh- 
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piaint and the Bureau’s recommenda- 
tions are justified or unjustified. 
The advertiser complained against 
will be requested to notify the Bu- 
reau of any intention he has to make 
application to appear before the Re- 
view Committee within ten days 
from the date he is invited to make 
If he files notice 


NGS 


——____> 
———~ 


: uch application. 
iS of his intention of applying for a 


hearing before the Review Comniit- 
tee, he will be required by the Bu- 
reau to file his application for a 
hearing not later than 30 days from 
the date of his notification to the 
Bureau of his intentions to file such 
pplication. 


May Issue Notice 


If he fails to make application to 
ppear before the Review Commit- 
ee, or ignores the invitation to ap- 
ear, the Bureau may issue a report 
nforming national advertisers, ad- 
ertising agencies, publishers and 
usiness executives generally of its 
ndings, including a statement that 
he advertiser complained against 


hat he had declined or ignored the 
nvitation. 

If the complaint seems to involve 
iolation of the law, the Bureau may 
efer the matter to a law enforcing 
pgency for its consideration. 

| The Bureau must reserve the right 
to decline to investigate any com- 
plaint which would involve abnormal 
pxpenditures for investigation such 
fs might be involved in the purchase 
pf expensive equipment for testing 


——. nd in costly tests necessary to de- 


NO 
ST 
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ermine facts authoritatively, unless 
uch investigations are separately 
inanced by those interested. 


ORK HI. Rules of Procedure of the Review 
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Committee. 


1. Applications for review will be 
onsidered only on complaints involv- 
mg alleged violation of the code 
dopted by the Association of Na- 
ional Advertisers and the American 
Association of Advertising Agencies. 
2. Application for a review will be 
onsidered only if the complaint in- 
olved has first been referred to the 
ational Better Business Bureau for 
mvestigation and only if the Bureau 
as failed to adjust the complaint in 
ccordance with the code. 


Must Submit Briefs 


3. An applicant for a review must 
ubmit with his application a memo- 
andum in which his principal argu- 
hents will be set forth. The Bu- 
eau will be required also to submit 
Memorandum setting forth its posi- 


tion and the reasons therefor. Twenty 
duplicate copies of these memoranda 
must be furnished. 

4. The time and place of any hear- 
ing granted by the Review Commit- 
tee will be at the option of the Com- 
mittee. 

5. All parties appearing before the 
Review Committee must agree to the 
“Rules Governing Hearings” as out- 
lined herein. 

6. All parties appearing before the 
Review Committee are required to 
sign an agreement in which they re- 
lease the Review Committee of any 
and all liability in connection with 
the hearing and the decision and 
opinion rendered by the Review Com- 
mittee and any publication thereof. 

7. The Review Committee reserves 
the privilege of making its decision 
at the hearing or at some future date. 

8. Copies of the decision and any 
opinion pertaining thereto shall be 
given to all parties to the hearing, 
and may be made public at the dis- 
cretion of the Review Committee. 

9. Seven members shall constitute 
a quorum of the Review Committee. 

10. No member of the Review 
Committee shall render any decision 
or cast any vote at any hearing in 
which he or his firm or any subsid- 
iary of his firm has a directly com- 
petitive interest in the practices com- 
plained against. 


Committee Members 


The members of the Advertising 
Review Committee are: Ralph Starr 
Butler, General Foods Corporation, 
chairman; Lee H. Bristol, Bristol- 
Myers Company; Bernard Lichten- 
berg, Alexander Hamilton Institute; 
Ken R. Dyke, Johns-Manville Corpo- 
ration; Stuart Peabody, The Borden 
Company; Raymond Rubicam, Young 
& Rubicam, Inc.; J. K. Fraser, The 
Blackman Company; William H. 
Johns, Batten, Barton, Durstine & 
Osborn, Inc.; A. W. Erickson, Mc- 
Cann-Erickson, Inc.; H. S. Gardner, 
Gardner Advertising Company, Inc.; 
Louis Wiley, New York Times; 
Frank Braucher, Crowell Publishing 
Company; Fred A. Healey, Curtis 
Publishing Company; Edgar Kobak, 
McGraw-Hill Publishing Company, 
Inc.; John C. Sterling, McCall Com- 
pany; H. K. Boice, Columbia Broad- 
casting System; and George F. Mc- 
Clelland, National Broadcasting Com- 
pany. 


C. R. Larson Founds 


Fountain Trade Paper 


C. R. Larson, formerly business 
manager, Soda Fountain Magazine, 
is editor and publisher of Fountain 
Trade News, New York, a new trade 
newspaper which will circulate to 
metropolitan fountain outlets. 

R. F. Vander Gheynst, formerly 
secretary-treasurer, Doyle, Kitchen, 
McCormick, Inc., New York, is busi- 
ness manager. J. D. Lucas, formerly 
of Charles W. Hoyt Company, New 
York, is managing editor. 


Hanrahan An Officer 


James C. Hanrahan, formerly pro- 
motion manager of Register and 
Tribune, has been elected executive 
vice-president of Iowa Broadcasting 
Company, Des Moines, operating sta- 
tions KSO, Des Moines, and WIAS, 
Ottumwa. Mr. Hanrahan has been 
on a leave of absence for the past 
nine months, during which he has 
been in charge of publicity for Fed- 
eral Reconstruction Corporation. 


Powell Joins Socony; 
Succeeded by Hatch 


F. E. Powell, Jr., has resigned as 
sales manager of the Gilbert & Bar- 
ker Oil Burner Company, New York, 
a division of Stanco, Inc., and will 
leave soon for the London office of 
the Socony Vacuum Corporation. 

J. C. Hatch has succeeded him at 
the oil burner company. 


Storer Joins General | 


Sidney A. Storer has joined Gen- 
eral Business Films, Inc., New York, 
as vice president. Storer Films, 
founded by Mr. Storer in 1929, has 
been merged with General Business 
Films. 


Ramsay Joins Latz 


Walter W. Ramsay, until recently 
with the Vacuum Oil Company, has 
joined Harry Latz Service Co., Inc., 
New York. He is experienced in the 
agency field, having operated his own 


agency at one time. 


HEADS AGENCY 


Col. Garrit C. De Heus, new presi- 

dent of Freeze-Vogel-Crawford, Inc., 

Milwaukee agency. He succeeds 

C. D. Freeze, who resigned from the 

agency to establish a business in 
California. 


Darstine Aids Charity 


Roy S. Durstine, general manager 
of Batten, Barton, Durstine & Os- 
born, Inc., New York, has accepted 
the chairmanship of the advertising 
division of the Trade & Industry 
Committee of the Salvation Army 
United Appeal. 


Gillette Razor Appoints 


Ruthrauff & Ryan, New York, have 
been appointed by Gillette Safety 
Razor Company, Boston, for Gillette 
razors and blades, Auto-Strop and 
Probak, effective May 1. 


Vreeland Dies Suddenly 


Edward E. Vreeland, president of 
the Vreeland Advertising Press, New 
York, died suddenly Saturday of a 
stroke at his farm in New Jersey. 
He was in his late fifties. 


Classified 
Advertising 


The rate for this department is 40 
cents a line (not agate line); mini- 
mum, $2. 


FOR RENT 


FOR RENT— Surplus lake-front 
office space of a leading publication 
at very reasonable rate. Location un- 
surpassed. References required. Box 
296, ADVERTISING AGE, Chicago. 


PUBLISHER’S WESTERN REP- 
RESENTATIVE wants to cut Chi- 
cago office expense by sharing office 
and secretary with representative of 
non-competitive high grade publica- 
tion. Call Franklin 1473. 


POSITIONS WANTED 


ADVERTISING MAN— Experi- 
enced in foods, layouts, engraving 
technique copy, window trimming 
and sales work. Excellent reference. 
Age 25, married. Box 315, ADVERTIS- 
ING AGE, Chicago. 


Are you looking for an assistant? 
Someone who has ability, intelli- 


detail and do secretarial work. Box 
314, ApverTIsINc AGg, Chicago. 
COPY EXPERT will work for prac- 
tically nothing to get started again. 
Can’t you find a niche for him some- 
where in your concern? He can be 
of assistance in any department. Box 
313, ADVERTISING AGE, Chicago. 
BUSINESS PAPER EDITOR wants 
opportunity to show you how much 
service he can be to you and your 
field. Knows how and what to plan 
and write. Box 312, ADVERTISING 
AGE, Chicago. 
MANUFACTURER OR AGENCY 
Here’s a man, 27, U. of C. graduate, 
with three years’ agency experience 
and two years’ merchandising with 
Sears and Butler Bros. Has written 
Fortune pages, handled production 
on newspaper campaigns and knows 


layout. Box 311, ADVERTISING AGE, 
Chicago. 
Age 20. Majoring in Advertising 


at New York University, evening. In- 
terested in copy. Know typography, 
photo-engraving, electrotyping. Write 
and layout catalogues, booklets. 
Plenty to learn—but willing. Write 
J. R., 9723 Farragut Rd., Brooklyn, 
N. Y. 


Binkley Expands 
Binkley Advertising Agency, Sher- 
man, Tex., has opened an office in the 
N. P. Anderson Bldg., Ft. Worth, 


Tex. 


* 
For over 22 years 


gence, initiative. Can handle office 
ADVERTISING 
TYPOGRAPHY 
AND DESIGN 


Baird's staff have been working with successful adver- 
tisers and over 40 Chicago agencies. A true value 
pricing policy, ample credit facilities, hand-set and 
monotype composing rooms with a capacity of 104 
compositors, guarantee the integrity of any Baird 
service promise. Most all needed type faces on our floor. 


Whitehall 4347 417 N. State Street, Chicago 


UR service is partial or 
CO) oor You can shop here as you would 
in a department store—for we offer every- 
thing known in fine photo-engraving. Interdepart- 
ment coordination is so thorough that your most 


complicated orders will be completed in our plant 
without friction or delay. 


Try any or all of the following Jahn & Olllier 


products for real satisfaction: 


COMMERCIAL PHOTOGRAPHS. Dramatic, 
sales-building camera studies! Still life, field service, 
exteriors and special work in either modern or con- 


ventional mode. 


PHOTOSTATS. Crisp, clean, contrasty prints. Call 
for a boy—the service is rapid and accurate. 


CREATIVE ART. That intangible quality which 
‘puts sparkle, attention-value and selling urge into 
advertising illustrations is an integral part of every 


Jahn and Olilier drawing. 


complete, as you 


This is Number Seven 
of a series of ads which 
show why Jahn & Olllier 
Engraving Co. has grown 
to be the largest photo- 
engraving plant in 
Chicago. 


COMPLETE 
SERVICE | 


RETOUCH ART. Skillfully we smooth out imper- 
fections in castings, make polished surfaces glitter, 
and bring out hidden photographic detail with clever 
air-brushing—phantom drawings are constructed— 
and mechanical masterpieces are painted in the 


Jahn and Olilier studios. 


COLOR PROCESS. Our color plates are nationally 


known for accuracy, brilliance and mechanical ex- 


cellence. No finer printing plates are obtainable for 


direct mail pieces, catalogs or national magazines. 
HALFTONES. Clarity and sharp, contrasty details 


—soft, converging shadows—clear highlights, and 


deep, clean etching—all these you will find in all 
Jahn and Ollier halftones. 


ZINCS. Our line etchings and news tones on zinc 
print sharp and clean in the newspapers. That's 
what you want! 

BEN DAY. A subtle touch of artistry is self-evident 


in our Ben’ Day workmanship. The man—not the 


machine—creates Ben Day beauty. 


JAHN & OLLIER ENGRAVING CO. 


ADVERTISING ILLUSTRATIONS—PHOTOGRAPHS 
FINE PRINTING PLATES FOR BLACK OR COLORS 


TELEPHONE MONROE 7080 
817 W. WASHINGTON BOULEVARD « CHICAGO 
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PONTIAC PRIZE-WINNING ROBIN RETURNS TO THE BOARDS abies 


PHOTOGRAPHIC 
REVIEW OF THE 
WEEK 


AN OLD FAMILIAR STORY IN MODERN STYLE 


eh 


ere a 


PONTIAC 


>) 
# 


DEMONSTRATES USES 


j 
B ttc makers: 


By TOOTH BRUSH | 


= . Modernistic display for Tek tooth 

A Milwaukee artist's model, sharing the enthusiasm of the Cream 

City over the return of beer, posed for this imitation of the original 
Schlitz purity girl. Her predecessor is hanging on the wall. 


son, which was designed by Lucien 

Bernhard in conjunction with Einson- 

Freeman Company, who executed 
the display. 


WINS MEDAL IN NEW YORK ART SHOW 


é (At left) 


Alexey Brodovitch won a medal in 

the miscellaneous section of the 

color paintings and drawing groups 

for this drawing for New Jersey 

Zinc Sales Company, shown at the 

exhibition of New York Art Direc- 
tors Club. 


Cream City Outdoor Advertising Company, Milwaukee, is displaying this poster as a gesture of wel- 
come to the amber fluid. The Multi-Color Process Company donated the posters. 


Pontiac's singing robins, as depicted by Otis Shepard, won first prize at the third exhibit of poster 

vertising art sponsored by Advertising 

ing manager, and Campbell-Ewald Company, the agency, decided to place them in the feature 
again this year. They return, with their family, the latter part of this month. 


brushes, product of Johnson & John- - 


ouncil of Chicago last year, so R. H. White, Pontiac adve 


CAMEL CAMPAIGN ENTERS NEW PHASE 


TODAY'S SHOW 


shi mysTERioNs Bat 
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Pie Le DRY, 
1 SAW A MAGICIAN MAKE DID HE DO IT I 
4 BALL ROLL UPHILL 
LAST NIGHT... WITHOUT 
TOUCHING IT. HE WAS TI 
lal SIMPLY WONDERFUL 


My GOODNESS BUT iam 
YOURE SMART, JOE. : 

WONT YOU HAV! 

CIGARETTE ? orcuse 


WITH MAKING 
THE BALL PER- 


WEIGHT IN THE 
BALL HE MADE 


Soeneremcarere nee 
Hf] JOE, YOUR CAMEL 1S | 
| MILDER AND | LOVE | 4 
THE TASTE, TOO. 


CAMELS are made 
from finer, MORE 
EXPENSIVE tobaccos 
than any other popular 
brand. They are mild 77 
+--@asy on the throat. 4 


They give you more Ps] 
Came! = 


~ ol! 


No tricks —just costlier tobaccos in G 


mel; 
Although the tricks of magicians continue to hold the spotlight 


Camel newspaper copy, they are now being depicted in comic-s 
style. Wm. Esty & Co., New York, is the Camel agency. 


ADDS NEW PRODUCT TO FOOD LINE 


\ On 


HOP SUE) 


WITH RICE 


College Inn Food Products Company, Chicago, has added the 
three products to its line. They bear the distinctive label rece 
adopted for the line. 
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